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_Silverlite illumination in window of Meekins, Packard 
& Wheat, Springfield, Mass 
H. L. Braudis, Display Manager. 


Silverlite Your Displays 


VY) ‘ \\ \ lun NCE you equip with Silverlite, your reflector troubles 
a i, TN lingiijiiiii 4 vn are over. 
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All metal—pure copper on pure silver; they will not break. 
Neither will they peel nor. crack—we guarantee this. 


: The instantly adjustable neck makes it possible to change 
E-2, One of three sizes now ready. the size of lamps without the use of extra fittings. 


Write us today for full details. 


Bose ane Sen Evencieco, Cal. Seattle, Wash. Atlanta, Ga. 
Boston, Mass. Cleveland, O. P FRI K In Buffalo, N. Y. Pittsburgh, Pa. 
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9 a hey Philadelphia, P St. Louis, Mo. 
24th Street and 10th Avenue, New York Slates 4 


CANADA 
Associated with The Robert Mitchell Co., Ltd., 
64 Belair Ave., Montreal 
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Unless you are enjoying 
the full show window 
lighting efficiency which 
“Pittsburgh” Silvered Reflectors 
give, you should have the helpful 
information contained in this book. 
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It is a treatise on the advertising and sales 
value of properly lighted windows, and how 
to have such lighting in the highest degree. It was prepared by men 
who have had years of experience in the scientific lighting of window 
displays. Their contact with problems of every description has taught 
them what to do and what to avoid. 
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Your own particular problem will gladly be considered by these experts. When 
writing for the book it will be well for you to send us a rough pencil sketch of 
the floor plan of the window to be lIight:d, marking on it the length of the glass, 
the distance from glass to background, from floor to ceiling, from floor to tran- 
som bar (if any) and height of background. We will then offer suggestions 
for proper lighting and send an estimate of cost. 


Not one “Pittsburgh” Reflector made since we began using our secret process of 
copper backing—more than eight years ago—has ever been reported to us as hav- 
ing the silvering tarnish or discolor, or the backing crack, check or peel, not- 
withstanding our unconditional five-year guarantee. 
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PITTSBURGH 
* REFLECTOR CO., 
/ 403 Bowman Bldg., 
Third and Ross Streets, 
/ Pittsburgh, Pa. 








Pittsburgh Reflector Company 


Please send a copy of “Show 
(Formerly. Pittsburgh Reflector and Illuminating Co.) PS 


/ Window Lighting” to 


403 Bowman Bldg., Third and Ross Sts., Pittsburgh, Pa. 
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Attention, Department Managers! 


Pages noted opposite your 
name contain valuable infor- Mr 
mation. Read and pass on to 
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Window Display 
Retail Advertising 
Card Writing 


_ Let Experts Guide You 


In our 20 years we have graduated more than 10,000 from our classrooms. 























They had the guidance of experts . . . they learned from the best in- 
formed instructors in the world. Instructors that have now been teach- 
ing for as long as 15 years. No wonder our graduates hold the leading 


positions today. 


This training will be the most important factor in your success. Learn 
: here . . . where experts guide you . . . where your work is done in 
real windows, with real merchandise . . . then earn in one of the many 


stores that always want Koester men. 


Write for Literature 


Write for this illustrated catalog. Over 100 pages of in- 


teresting reading about our courses. . . . Pictures of 
well-known graduates and their work. . . . Start to- 
day. . . . Get the book. . . . Then see what sev- 


eral weeks here can do for you. 


Classes start any Monday 


The KOESTER SCHOOL 


314 South Franklin Street 
CHICAGO 





Is Ready Study in the Window Display Center of the World 
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Display Is 


HE growing agitation to retard the in- 
roads being made by direct and mail 
order selling on the business of the re- 
tailer is evidence that this seems to be 

the big problem of retailing today. The menace 
of the house-to-house canvasser and the mail order 
catalog can be greatly minimized if the retailers 
generally will adopt a strong and constructive pub- 
licity policy to sell the public on the greater satis- 
faction that comes from patronizing its local mer- 
chants. These merchants, as a rule, are in business 
to stay, their establishments represent heavy cash 
investments, and they must operate on the basis of 
real service to the community or they are sure to 
fail. 

That home trade belongs at home is a sound 
axiom from every standpoint, including community 
growth, community pride and community prosper- 
ity. In line with a strong and constructive pub- 
licity program the merchant has at his command 
a weapon of unusual potency, namely, his show 
windows. That better window displays will be a 
large factor in solving this problem for the mer- 
chant is readily to be seen. The show window is 
the universal advertising medium; it is democratic 
ind reaches the entire public without a price of 
admission; it is, in fact, the mouthpiece of retailing. 


Brighter streets and better window displays 
will tend to attract moré people downtown to the 
merchant’s place of business, will increase window 


the Retailer's Best Weapon 


shopping, and thus the window displays will re- 
ceive greater circulation and accordingly produce 
more business. Furthermore, artistic, dignified and 
powerful window displays will do their part in sell- 
ing the public on the soundness of the city’s retail 
merchants. Confidence is, after all, the foundation 
of success in the retail business. 


Therefore, let the merchants of this country 
unite im a program of better window display, so 
that this wonderful sales medium may be put to 
work to combat the enemy, the mail order catalog 
and the house-to-house canvasser. 


Some very narrow attempts by local legislation 
have been made in many communities to throttle 
direct selling, but such measures are more or less 
unconstitutional and will not long be tolerated. Let 
the merchants fight this menace in a constructive 
way that will bring lasting results. 


Merchants must unite in the battles that face 
them, for only collectively can the most good be 
accomplished. It was, indeed, inspiring to receive 
the many reports from cities all over the country 
that conducted style events the past month, sev- 
eral of which are reported in this issue of The DIS- 
PLAY WORLD. This is splendid work to establish 


the retailer more firmly in his community. Let’s 


have more of it. 


Then will window display prove itself to be the 
deadly weapon to stifle the retail menace. 
















































THE DISPLAY WORLD 






April, 1925 








fered in fadeless “Sol” Fabric. 


you for every contingency. 


purpose. Its pli- 
able weave as- 
sures grace; its 
strength insures 
wear; and its low 
price, economy. 
But, best of all, it 
has the lustre and 
appearance of the 
most expensive 
satin. 


36 colors in three widths—32, 36 and 54 inches. 





Window display of L. L. Stearns & Sons, Williamsport, Pa., 
showing how Sol Satine can set off a display. 





Fit Each Trim with a Special Background 


If the display calls for delicate, blended 
effects you'll find an unusual number of 
suitable shades; or if violent contrasts are 
needed the exact colors you need are of- 


stock of carefully selected colors prepares 


And there’s no better fabric made for the 
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REG.U.S. PAT. OFF, 


BRIGHT AS THE SUN 
WEARS FOR EVER 
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Send for Sample and Color Chart. 
Sole 


S. M. HEXTER &K CoO. Owners 


New York Office: 1140 Broadway 
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FOR SPRING DISPLAYS 


Onli-wa Fixtures of Quality 
and Originality 
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A Shower of 
UMBRELLA SALES 


will be the result of displaying your umbrellas 


in this prac- 


tically-designed stand during this month of freakish weather. 






















Your Spring 
Lingerie 
Arrayed on 
This Cleverly 
Designed 
Stand 





An Original Display Idea! 


COLORED 
: LIGHTING 


Add atmosphere to your 
Spring displays by means 
of this valuable idea. 


WRITE 
FOR 
CATALOG! 





will have a beauti- 
ful effect, and the 
sales in your de- 
partment will climb 
to the maximum. 
The design is 
origina! and practi- 
cal and will give 
years of good ser- 
vice. 


The ONLI-WA FIXTURE CO. 


Dept. D. W. 


Color globes are easily 
attached and adjusted. 








i ST. PAUL AVE. 


An Artistic 
Display of 
Spring Bags 
Will Appeal 
to Milady’s 
Eye 


and, of course, will 
mean more sales 
in your bag depart- 
ment. This Co- 
lonial Design bag 
stand is just the 
“tool” you need for 
a peppy = Spring 
display. 


DAYTON, O. 
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Display Dominant Factor In Selling 


Successful retail merchant of today values his display windows as most 
important adjunct in sales creation—Organization paramount need 


By J. H. OVERMAN 
General Manager, Brager of Baltimore, ‘Md. 


ISPLAY advertising is not new. It had 

its beginning, we might say, when his- 

tory began, since authentic historians, 
supported by old carvings, stones and 

paintings, allude to the market places where food 
and clothing were sold and exchanged for trinkets 
of one character or another. These market places 
existed before printing was known or advertising 
by the printed 
word conceived. 
Yet in those days 
display advertis- 
ing was prac- 
ticed, and it is 
only in the appli- 
cation of prin- 
ciples that it dif- 
fers today. The 
fundamental, the 
foundation, has 
not changed and 
the merchants of 
history displayed 
their products on the street or in little wall dug- 
outs for the same purpose that we show them 
in perfectly designed and arranged show windows. 
[ doubt seriously the ability of a retail mer- 
chant in these days of keen business competition, 
when service seems to be the dominant factor in 
trade, to succeed materially in business without 
the inestimable assistance of window display. By 
this I mean that the successful retail merchant de- 
pends largely on the sales value of his show win- 
dows, and in proof of this assertion one has but to 
survey the stores of any progressive city, where 
the leading stores will be those where window dis- 
plays are outstanding in beauty and correct inter- 
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pretation of service. 

All advertising, provided it be appropriate and 
judicial advertising,’ is beneficial regardless of the 
held we consider, and while each specific form 
has its supporters, it is difficult to conceive of 
any form more forceful, more resultful, than that 
advertising that shows the product in fitting en- 
vironment right when the shopper is but a few feet 
‘rom the place where it is for sale. Visualization, 
tremendously powerful in sales creation, is here 
present in a degree impossible of attainment in any 
other form of advertising. Who can question the 








J. H. Overman 
General Manager, Brager of Baltimore, and one of .dmerica’s 
Outstanding Store Executives 





power of that advertising that presents the actual 
object while one is at the merchant’s door? 

Powerful as window display unquestionably is, 
I am quite sure that this efficiency is determined 
by other influences and do not hesitate to say that 
window advertising will not and can not function 
to its capacity without serious consideration of 
these influences; for example, so much depends 
upon the char- 
acter and gen- 
eral makeup of 
the display man- 
ager himself. 

If the display 
department is 
properly super- 
vised, the value 
to the promotion 





of a business 
is incalculable. I 
of two 

who 





know 

brothers 
opened a ready- 
to-wear store in a live western city, and for their 
location selected a spot very much as Woolworth 
or Kresge would do. To the best of my knowledge 
for years they did no newspaper advertising at all 
—only an announcement when they opened, and, 
after that depended upon their windows. Their 
business was so successful that their first store 
was the parent of three other similar ventures. 

What I say about “if proper supervised” has to 
do with the great success these brothers enjoyed 
in making their windows the most valuable part 
of their scheme in the promotion of their sales. 
The windows were truly representative of their 
merchandising policy, and it is safe to say that it 
was never any trouble to take something from the 
window on request of a customer, and that, too, 
without waiting for the display manager to return 
from lunch. 

I have heard of some display managers who 
are hard to get along with, and in such instances 
the employer generally overlooks this on the 
ground that they are all geniuses, hence peculiar, 
like advertising men (?). I have worked with some 
of the best in the country and have never found 
any but what it was a pleasure to work with. I 
venture to say that in the application of horse 














































sense and business judgment, any and all will work 
in with organization. If a store falls down in any 
one of its various activities, it is because organiza- 
tion does not function. 

How some stores make any progress at all is a 
mystery when you see the merchandising force 
working independent of the advertising, the display 
department and the service forces. Then you will 
generally see in that same store the other forces 
named each working as an independent unit. Under 
such circumstances the various heads get so big 
(in their own mind) that you can hardly approach 
them. Let me add right here—no man becomes 
BIG unless he understands how to subordinate him- 
self. There is nothing so amusing as to behold a 
man who feels his importance so much as to make 
it appear that he forgets where his salary comes 
from. 

One may ask, “What has all this to do with win- 
dow displays?” It has just this, “Are the windows 
to be representative of the store? Are they to be 
sales windows or.institutional? Are they going to 
overshoot or undershoot the standard of the store? 
Are they going to harmonize with the advertising ?” 
and several other angles, too numerous to mention. 

This all depends on the heads of the various 
store units meeting at the round table as often as 
is necessary with open minds and clean hands, and 
there working out the plans. Once agreed upon, 
each head should pledge his fidelity to the success- 
ful execution of the business chart. 


There are, for analysis sake, three types of 
stores, and hence this same number of types of 
windows. The first and highest class is of the Mar- 
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Attractive display by Milton Hartmann, display manager for Brager of Baltimore, Md. 









shall Field type, then the Macy type, and the third 
is the store catering to those of less discrimination, 
likewise less to spend, making the third type the 
so-called “cheap store.” 

It is a fortunate thing in our business life that 
there is just as much honor in building up a large, 
cheap business as in the developing of a large vol- 
ume in a so-called “high-class” following. Ethics 
is not confined to any particular type or group, but 
it is safe to say that no business can be built up 
like Field’s except on the policy of absolute honesty, 
fairness and justice. 

What type, Mr. Merchant, is your store? Does 
your advertising and window display properly rep- 
resent the type of store you are equipped for? Is 
the advertising one lap ahead of the display stan- 
dard, or vice versa, or do both overdo the merchan- 
dise presentation throughout the store? There is 
only one remedy—organization. There are plenty 
of merchants carrying their business around in 
their vest pocket, so to speak, and if they become 
big through exceptional vigor and capacity, some 


‘day the candle will snuff out, and then who will 


carry on? 

This is a rather broad discussioin of the mer- 
chandising value of window display, but it is hard 
to confine it to the displayman’s room. It is my 
experience, he is so closely linked with the store 
promotion that it is difficult to speak of him with- 
out telling something of his relationship with the 
rest of the store family. If I have said anything 
that will be helpful to someone then I am well re- 
paid, for the greatest joy in life is a consciousness 
of having done something to help the other fellow. 


April, 1925 
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Display Requires No Imagination 


Proper showing of merchandise appeals directly to the desires and at 
once creates a want— Thorough knowledge of goods necessary 


By H. C. MACDONALD 


Window Display.Specialist, Toronto, Ontario 


HE importance of displaying merchandise 
for sale has always been recognized, but 
the practice of applying the principles of 
artistic skill and taste to this work is a 

comparatively modern innovation. The value of at- 
iractively displaying merchandise cannot be over-esti- 
mated. It compares with all other forms of publicity 
in impressing the average individual as the concrete in 
any line of exemplification compares with the abstract. 

All other forms of publcity require the exercise of 
the imagination in order to obtain a fair grasp of the 
subject under consideration, while the proper display 
of an article appeals directly to the desires and at once 
creates a want. It suggests and emphasizes both the 
lack and the desirability of possession, and sets in 
motion the train of consideration that leads directly up 
to the purchasing point. 

It is probably safe to say that, excepting the steady 
demand for the actual necessities, more merchandise is 
disposed of through the desire created by seeing them 
than through all other channels combined. 

In order to make a successful display, and one that 
will create a desire to possess, a thorough knowledge 
of the goods to be shown is necessary. The display- 
man should be familiar with the details of the manu- 
facture of the merchandise to be displayed, the condi- 
tions of the purchase and the points that make the goods 
desirable, so as to bring out in display with the greatest 
possible strength and emphasis, and thus be able to 
show the wares to the very best advantage. 

The displayman should be thoroughly posted on the 
various ways of arranging the goods in display, know 
all the standard unit foldings and formations, be 
familiar with the styles of display generally effected, 
and have a fair amount of originality. He should be 
able to proceed from the established units and forms to 
the formation of others; new, novel and equally as 
good or better. 

Window trimming of the highest type is largely a 
matter of taking pains and looking after the little things, 
for it is the careful attention to little things that makes 
perfection. One should never be satisfied with an 
effect that is “fairly good.” If a knot or fold is not 
just exactly perfect, then it should not be left until 
thoroughly satisfied that it cannot be improved upon. 
it is an injustice to oneself to turn out imperfect work, 
and once a thing is done right it is that much easier to 
do it right the next time. - 

A show window and everything in it ought to be 


immaculately clean. Before an article is placed in the 
window the floors, woodwork and mirrors should be as 
clean as it is possible to make them. Before leaving 
the window after the display has been installed a care- 


-ful search for stray pins, ravelings, splinters of wood, 


etc., will prevent a little piece of trash or speck of dirt 
from ruining the entire exhibit. 

In designing a window the whole display must be 
kept in mind, so that there will be harmony of lines as 
well as harmony of colors. Think how each drape will 
look in relation to other drapes, and watch the lines so 
that they will not all be the same. When using a great 
many long curves a few short. ones worked in will 
break the monotony, and if there are many folds use 
some broad, flat surfaces as a contrast. Drapes of dif- 
ferent heights will give variety. 

With window display, as well as with most other 
things, careful preparation is, or should be, more than 
half the work. Expressed in another way, there is 
more head-work than hand-work required in trimming 
a good window. A great deal of time will be saved by 
planning the display to the smallest detail, as the work 
can then go ahead with confidence, knowing just what 
it is all about, | 

In planning a display the adoption of a suitable 
background or setting is very important. It acts as a 
foil to bring out and emphasize the articles displayed 
in a striking and attention-compelling manner. Back- 
grounds should be of a design and color to harmonize 
with the merchandise, which may be either by blend 
or contrast. Harmony by blend is perhaps the most 
pleasing, but harmony by contrast is always the most 
striking, the most emphatic and the most certain of 
arresting attention. 

In harmony by blend the tone and general effect of 
the background and of the merchandise glides into an 
almost imperceptible union, but in such a manner as 
to enhance the beauty of the whole, and thus attract the 
attention of the public by the force of the innate love 
of the beautiful that exists with more or less strength 
in all individuals. 

On the other hand, in harmony by contrast there is 
sufficient dissimilarity to make each part stand out with 
enhanced strength and still avoid the least suggestion 
of a clash. When properly arranged the background 
does not have the effect of overpowering the goods, but 
adds materially to their strength and to the force of 
their appeal—the safest and surest of satisfactory 
results. 
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No Secret to Display Success 





Like all other walks and professions of life hard work is only shart- 
cut to success in display art—School for employes proves help 


By H. H. TARRASCH 
Director of Displays, Stix, Baer & Fuller Co., St. Lowis, Mo. 





HERE is no secret to the success of dis- 
play work other than that which makes 





success in all walks and professions of 
life. Do you love your work? Are you, 
personally, sufficiently interested? . Does it give 
you enough sensation to pass through plenty of ob- 
stacles to see through to your goal? If not, get 
out, for nothing is won without hard work, and, 
may. it ever be so trying, if you are persistent 
enough you will win out. 

Too many of the country’s best displaymen are 
following the narrow-minded custom of some fa- 
mous stage artists in creating a human background 
from which only they can shine. Surround your- 
self with good assistants and do not be afraid that 
your understudy will learn too much. Be visionary. 

As to myself, my profession and the work I am 
engaged in is my hobby. I derive more pleasure 
through the, creation and study of modern mer- 
chandise display than anything I could wish for. 
This feeling and enthusiasm I try to impart to my 





Spring wear displays by H. H. Tarrasch for Stix, Baer & Fuller Co., St. Louis, Mo. 


assistants and spend much time saturating them 
with a desire to excel anything they have ever pro- 
duced or have seen produced. 

The detail of display work for a large depart- 
ment store covers a big field, but there are three 
very important things which must be considered. 
These are: (1) Organization; (2) equipment, and 
(3) budget plan. I have talked much about these 
three things, for I think that they are the back- 
bone for a successful display department. 

A display department must be considered as one 
of the service branches of retail merchandising. 
If it can not give service to the different depart- 
ments of the store, then it is not doing what it is 
intended for. To do this requires team work and 
organization. Much has been said of co-operation 
between organizations and individuals, but nowhere 
can a greater need be found than in the large de- 
partment stores of our American cities. 

In order to make displays of all lines of mer- 
chandise the display department must be equipped 
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with a uniform line of display fixtures. Only in 
this way can good, forceful merchandise displays 
be created. These fixtures should include special 
background pieces, artificial flowers and other 
decoratives as well as wax figures, headless forms, 
various metal and wooden stands and other fre- 
quently used articles. 

The budget system is absolutely necessary to 
inake a merchant or business man out of the dis- 
playman, to make him plan his work ahead, and 
know his financial resources for that branch of his 
particular retail establishment. Work that is done 
well needs lots of planning. 

This system eliminates worry and uncertainty 
from the mind of the displayman; it inspires him 
with confidence in himself and also imposes the re- 
sponsibility of results upon him. It puts the win- 
dows on a strictly business basis and makes it pos- 
sible for them to be operated in a business-like 
manner, which in return ‘vill produce business-like 
results or show failure. 

Something new that we have tried in conjunction 
vith our display department is a display school for 
employes. In a large department store it is physi- 
cally impossible to do all the decorating there is 
to be done in the way of counter and case displays 
through the window display department. In order 
to obtain such a service and do it regularly would 
require an army of. displaymen. 

We conceived the idea of running a display 
school in our educational department. Three times 
a week we have one group each day divided into 
the following—small goods, piece goods, and every- 
thing ready-to-wear. We have show cases and 
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Elaborate setting created by H. H. Tarrasch, Stix, Baer & Fuller Co., St. Louis, for display of spring styles. 


counters in this department to which the buyer 
sends those in his section who seem best fitted to 
make the displays in their department. These 
people bring up their own merchandise and we 
trim the counters and cases before all, pointing out 
the various steps and value in doing it a certain 
way. 

After the first term of this school was over we 
conducted a display contest with friendly rivalry 
among all of the departments in the store. The 
winners were taken on a trip to Chicago through 
the stores there with myself as guide. It is need- 
less to mention the good that was derived through 
this form of education among the interested sales 
help in the store. One can see the improvement in 
the display throughout the entire store in no small 
measure and the many individual ideas conceived 
have been a revelation. 

It will be observed that the department stores 
taking best advantages of the possibilities afforded 
through displays are generally the most successful. 
Their success has been due, to a great extent, in 
a liberal store policy which insists on windows that 
reflect the store’s merchandising policies and that 
store’s aim to serve the community. 

The general policy used in our windows is of 
two types—to build prestige for the store from 
a high-grade merchandising standpoint and the 
coupling up with sales features when they are big 
enough to warrant this effort. We find that this 
attracts considerable attention because it changes 
the entire effect of our windows at intervals suff- 
cient to prevent a sameness from adhering to one 
general policy. 












































THE DISPLAY WORLD 


Portland Spring Opening Elaborate 


Through combined efforts of merchants greatest showing of new 
styles was presented—Thousands of dollars spent for settings 


By FRANCES QUISENBERRY 


Special Correspondent, Portland Chamber of Commerce, Portland, Ore. 


HAT is declared the most beautiful, elabo- 
rate and complete: showing of seasonal 
merchandise ever attempted in the Pacific 
Northwest was achieved when 300 Port- 





land merchants combined their efforts in displaying ° 


fashion’s latest decree in every line, from davenports 
to French frocks, March 13 to 16. In co-operation 
with the Retail Merchants’ Bureau of the Chamber of 
Commerce, the entire event was handled with almost 
unbelievable perfection. 

Through the bureau, five silver cups and fifteen 
ribbons were offered as prizes for the best displays, 
and judges were chosen from Seattle and Tacoma. 
Stores were divided into five different classes as fol- 
lows: department stores; women’s clothing establish- 
ments and specialty shops; men’s clothing houses, 
-haberdasheries and shoe stores; furniture, music and 
florist places; and stationery, book and unclassified 
stores. 

Competition was keen, and brought results that will 
be talked off for months to come, Streets were thronged 
fully an hour before eight o’clock on Friday evening, 
the appointed time for the unveiling of the windows, 
which had been curtained for from two to three days. 
Coupons were given out to the people from a number 
of vantage points, and these entitled them to presents 
from the various stores, if they found the correspond- 
ing number in that store’s window. This was a most 
effective effort to get people to shop all of the windows. 

It is estimated that more than 30,000 persons saw 
the windows the opening night and thronged the streets 
until far after midnight, eager to see the beauty of the 
great fashion show, which took in the entire down- 
town district. It has been impossible to ascertain how 
many viewed them during the next three days, but 
streets were swarming with sight-seers from early 
morning until late at night. 

Thousands of dollars were spent in making the dis- 
plays masterpieces of art and beauty. Paris, London, 
Ireland, the Orient, Italy and Spain contributed mer- 
chandise, as well as America, and only the most beau- 
tiful of everything was shown. 

Much attention was given to backgrounds and light- 
ing effects, with a view to showing the merchandise 
most advantageously. Simplicity was the keynote 
throughout, and single figures were used in practically 
all women’s displays, giving distinctiveness and spa- 
ciousness to the displays. 

First prize in the department store class was won by 


Meier & Frank’s, whose windows, designed by Malcolm 
J. B. Tennant, display manager for the store, were de- 
clared by the judges to be the most beautiful ever shown 
in the Pacific Northwest. Black satin was used as a 
background in every window, and much of the effect 
was gained by a perfect theatrical lighting, Only the 
most exquisite gowns were shown and pastel shades 
were maintained throughout, though eacit window was 
gloriously colorful. Men’s window’s showed simplicity 
of detail and conventional figures in the background. 
Some perfect silhouette effects were gained by the 


- use of the black satin backdrop and amber lights. One 


window which showed great skill and caused much 
favorable comment was the children’s display. In this 
a pure white swan, made from white leaves, drew a 
white boat across a crystal lake. The swan was driven 
by a doll, holding pink and white ribbon reins, while 
two child figures, one in white and the other in pink, 
looked on. The lighting was done by means of pink 
silk lanterns, hung on long poles over the boat. 

Olds, Wortman & King, winners of the second prize, 
used various backgrounds to suit the merchandise 
shown, though a multicolored parchment with light 
shining through from behind was employed in a num- 
ber of displays. Tesselated tiles were used for flooring 
throughout, with colors harmonizing with the motif of 
the display. George H. Simpier, display manager, was 
highly complimented by the judges on the beauty, har- 
mony and artistry of his displays. 

Other stores employed fountains, tea gardens, real 
foliage, and hundreds of other mediums for beauty and 
effectiveness of display. 

Winners of the specialty shop prize were Francine’s. 
whose main display showed the old-time well in the 
garden and three figures seated or standing in such 
natural poses that one almost expected to see them 
move or hear them speak. 

The J. K. Gill Company, with an unusually beauti- 
ful Easter window, carried. off the prize of the book. 
drug, etc., class. The background of this display was 
formed of a lovely stained glass church window, show- 
ing the figure of Christ with a luminous halo about His 
head. Heavy purple velvet drapes hung about the win- 
dow and two tall Easter lilies stood in front. Only 
purple and white were used in the whole display, which 
showed many differént kinds of Bibles. All of the Gil! 
displays were planned ‘by E. Horsfeldt. ° 

Also of particular ‘beauty*were the displays of the 
Ira F. Powers Furniture Gompany, winner of the first 


April, 1925 











; Té 
by 


sta 


10 





April, 1925 THE DISPLAY WORLD 




















PRIZE WINNING DISPLAYS IN PORTLAND SPRING OPENING CONTEST 


lop left by George Simpier won second prize in department store class for Olds, Wortman & King; Top right 

by J. Walter Johnson, display manager for Ira F. Powers Furniture Co., was awarded first prize in their group ; 

Center, upper left which was designed by E. Horsfeldt, display manager, won the first prize for J. K. Gill & Co., 

stationers and book dealers in that class. The other five displays designed by Malcolm J. B. Tennant, display 

manager, Meier & Frank Co., won first prize in the department store classification. These displays were de- 
clared by the judges to be the most beautiful ever shown in the Pacific Northwest. 
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prize in their group. Different rooms of the home were 
represented for the most part ; one that was particularly 
attractive showed a bedroom in yellow. ‘A canopy bed 
with draperies, bed-set and canopy in yellow was given 
a note of contrast by the use of a blue tile fireplace. 
Another represented a living room in green, with Louis 
XV and XVI furniture. A Sheraton dining room 
suite featured in a blue and grey setting in another. 
J. Walter Johnson, display manager, worked out some 
very attractive lighting effects and color combinations 
in each display. 

Winners of the silver cup offered in the men’s shop, 
etc., group were Rosenblatt’s, whose displays were 
arranged by Ira J. Doyle. A quiet dignity was main- 
tajned throughout. Backgrounds were formed of heavy 
taupe velvet drapes with hanging plaques of colorful 
spring scenes hand-painted on silk. The plaques were 
framed in polychromed effect to match the pilasters. 
Huge bouquets of orchid tulips formed the centerpiece 
of each display. 

To describe all of the displays would be impossible, 
for not one was shown but deserves the highest com- 
mendation. Judges found it difficult to choose winners 
so beautiful were they all. 

Tying up with the opening, the Charles F. Berg 
Company, with the co-operation of the Knight Shoe 
Store and the Garrigus Hat Shop, put on a style show 
at the Columbia Theatre in connection with the picture, 
“The House of Youth.” They showed by means of 
attractive live models the very latest in frocks, coats 
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and ensembles, sport wear, hats and shoes. Further 
entertainment was offered in clever songs by the models. 
The show was put on at every performance for an en- 
tire week. 

The Olds, Wortman & King store held their annua! 
Spring Style Show for two days during the opening, 
and offered to the throngs who came a showing of their 
most beautiful garments, worn by models chosen from 
their own store. An orchestra furnished music while 
the girls walked along a winding path through the 
ready-to-wear department on the second floor, down 
wide stairs and through an improvised doorway at- 
tended by red-clad footmen, and out on a raised plat- 
form on the main floor. 

Meier & Frank’s used a number of beautiful girls 
to model all day every day on the ready-to-wear floor, 
making frequent changes of costume and showing all 
of the accessories, such as jewelry, canes and parasols. 

The first floor of the Lipman, Wolfe & Company 
store was transformed into an ancient apple orchard 
with trees in full bloom. The effect was beautiful and 
seasonal, gained by the use of real apple trees—knotted 
and twisted—and crepe paper blossoms. This was 
directed by P. J. Neville, display manager. 

So pleased were the merchants with the results of 
this, their first co-operative spring opening, that they 
have voted to make it an annual event. The Fall Open- 
ing, held co-operatively for the first time last year, will 
also be given annually, and plans are already under way 
for the showing in September. 
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Will Make Survey to Solve Retail Problems 


Window display included in movement inaugurated by National Retail 
Council to solve problems affecting retail merchant 


N intensive effort to solve the economic, 

social and civic problems of the average 

town and city, so that each problem may 
be dissected, studied and solved, is being made in 
three Illinois cities, which have been chosen for the 
experimental work. From this project is expected 
to come the answers to problems that are vexing 
merchants and a new and more profitable business 
everywhere. 

Back of this survey is the National Retail Coun- 
cil, including the National Associations of Retail 
Furnishers and Clothiers, Retail Jewelers, Shoe Re- 
tailers, Garment Retailers, Retail Dry Goods, Re- 
tail Grocers, Retail Druggists, Retail Hardware 
and Federation of Implement Dealers. The bankers, 
retailers, manufacturers, farmers, in fact, every in- 
dividual in the cities of Dixon, Rochelle and Syca- 
more, Ill., together with the various governmental 
and national organizations will engage in the project. 





This work will be carried on under the direction 
of Allen Sinsheimer, with J. Duncan Williams, who 
is in charge of the Window Display Departmental, 
assisting. Advertising, window displays, store con- 
trol, salesmanship, and every other fundamental 
part of retailing will be surveyed, analyzed and 
concrete assistance given. All departments of the 
various national retail organizations will be placed 
at the disposal of these three communities and will 
work with them for better retailing. 

Behind the project is the thought first, that the 
general welfare, social and economic, of every mem- 
ber of the community is essential to the welfare of 
the individual; second, that the individual small or 
medium-sized American town or city actually 
makes up the backbone of the United States, and 
third, that the welfare of the individuals in the 
small American community, if assured, in turn. a3- 
sures the welfare of this country. 
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Window Space Value Inestimable 


Benefit wholly dependent upon policies employed or end desired 
accomplished—Declared greatest of all good-will creators 


By SCOTT L. CRAIL 
Display Manager, Mullen & Bluett, Los Angeles, Cal. 


O place an intrinsic, cold cash, dollars and 

cents value on display, as it serves a retail 

| establishment, is much the same as giving 

a “Rembrandt” recognition solely because 

of its cost, or estimating the comfort, satisfaction and 

pride which comes with an artistically, effectively fur- 
nished home in monetary terms. 

The value of display to any particular organi- 
zation must be dependent upon the policies of the 
firm employing it, or the end you wish to accom- 
plish with your windows. If the appeal you wish 
to make is from a price angle, if you display your 
merchandise in such a way as to attract the class 
of trade which looks for price, if you use mam- 
moth show cards, if you crowd your windows from 
top to bottom with a conglomerate mass of ar- 
ticles whose only appeal is “How much?” then 
perhaps you can place a figure of just how many 
dollars your windows bring into the cash drawer. 
This policy, however, can only hope to attract the 
transient trade, and if your competitor has the 
same type of display, and at a lower price, he will 
get the business. 

To dress a window with “price” as the only 
incentive for a purchase is, indeed, not business 
building. The smaller merchant will do well to 
bid for favor by playing up the quality side of his 
merchandise. In a man’s store the percentage of 
returns from windows have been estimated all the 
way from 30 per cent of the total business, up as 
high as 58 per cent. This, perhaps, is higher than 
any other type of retail store, with the exception 
of drug stores. 

The other type of display, whose only reason 
for existence is to present the articles displayed 
to the best advantage possible, and whose entire 
appeal is to the esthetic side of the customer’s na- 
ture, can not be measured in money value. In 
good-will, in constant patronage, in word-of-mouth 
advertising, in printed publicity, in upholding the 
dignity of the organization, in building for a per- 
manent future—yes—but as so many dollars earned 
—no. 

It would then seem that the best policy to pur- 
sue would be to spare no expense, to know no 
limits, to reserve no efforts which could in the 
slightest degree enhance the beauty of the windows. 
This rather incomprehensible value which win- 


dows have is oftentimes lost sight of in the store 
manager’s apprehension for greater volume, to 
work off unseasonable merchandise or his general 
disinterestedness. There is no more powerful me- 
dium for advancing the interests of a retail estab- 
lishment than the properly respected, properly 
trimmed, properly utilized show window. 

The possibilities in display work have only been 
touched upon. They are unlimited. There is noth- 
ing impossible of accomplishment in this field. The 
stage director is far ahead of the displayman in 
beautiful effects obtained,and a window is in every 
respect a stage. The time is not far distant when 
the show window will be as elastic and as capable 
of as many different settings and effects as the 
stage. By this it is not meant that displaymen 
should in any way strive to get stagey settings or 
should use artificial scenery, for nothing so detracts 
from a window as overpowering heavy back- 
grounds. It is meant, however, that everything in 
a display should be so arranged, so lighted, and in 
such a setting that a few articles will be empha- 
sized much as the star in a musical comedy is 
spotlighted. 

The value of the beautifully arranged, well- 
balanced, dignified, correctly trimmed window is 
being more and more recognized by the really 
progressive merchants all over the country. More 
attention is paid, more money spent, a higher type 
of specialized training demanded of the display- 
men, a greater degree of effort expended than in any 
other period of retail business. 

The larger stores in every city base their entire 
policy of future existence on incurring the good- 
will in their communities. What better aid can 
a merchant have to foster this friendly good-will 
towards his institution than the knowledge that 
every time his customers pass his store front that 
they will be greeted with beautiful displays of mer- 
chandise, which satisfy the inherent human desire 
for things artistic, which are always of the same 
degree of refinement and which are a matter of 
civic as well as institutional pride. What, then. 
can a merchant utilize that will reach so many 
people or that has such an effect on the great mass 
of people? One can not estimate in money value 
the good-will which an institution enjoys; how, then, 
can one, in like terms, estimate the value of display? 
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More Sales Through Better Lighting 


Goods in windows must be seen clearly, quickly and easily to attract 
passerby—The light you see and the light you see by 


By J. J. McLAUGHLIN and R. L. ZAHOUR 
Illumination Bureau, Westinghouse Lamp Co., New York City 


EDITOR’S NOTE.—The following article is one of a 
series which will appear exclusively in The DISPLAY 
WORLD on show window lighting. All phases of the 
problems confronting the merchant in the proper illumina- 
tion of his store front will be authentically dealt with 
by these two eminent authorities, who are collaborating 
in the preparation of these articles. 





~ 





N recalling the recent eclipse of the sun, 
many observers, particularly those located 
within the path of totality, will probably 
remember the extreme brightness of the 

sun as it rose from the eastern horizon. In order to see 


this event clearly, they proceeded to obtain pieces of ex- 
posed photographic plates, films, home-made smoked 


glass and dark eye glasses which shielded their eyes 
from the intense glare of the sun. 

With the aid of such glare shields, thousands of 
persons watched the progress of the eclipse until the 
moment of totality, whereupon the intense glare and 
brightnes of the sun vanished, and, for that period of 
time, smoked glasses were set aside, as the event could 
be seen clearly with the naked eye. 

In like manner, a customer looking into a show win- 
dow equipped with visible unshielded lights, realizes 
that a bare lamp in the field of view is detrimental to 
clear and comfortable vision. 

Glare that fogs the plate of the kodak will also fog 
the plate of the camera, the eye retina, ‘thereby pro- 
ducing eyestrain and fatigue. If a shopper examines 
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merchandise before a store window equipped with a 
lighting installations shown in Fig. 1, Section A-A, the 
visible lighting units distract his attenton from the 
goods displayed. The glare from the visible lights 
causes an uncomfortable stran in his eyes, and he walks 
on to some other store. But if he stops to look at a 
display in a window illuminated in a manner shown 
in Section B-B, where the lighting units are concealed, 
his eye is attracted by the light coming to him from the 
various objects in the window. 

Nature has provided us with light that travels in 
straight lines from its source, and, upon striking an 
object, reflected light and shadows are visible which 
enable us to see the size and shape of this object. Com- 
paring Section A-A and B-B, it is clear that the window 
of Section A-A is equipped with lights to see, while the 
window in Section B-B is illuminated with lights to 
see by. 

In the window the best goods are shown to the 
public, the window fittings and furnishings are usually 
of the best quality, and everything is done to attract 
the passerby—with the one exception of the lighting. 
Nearly all merchants realize the value of the drawing 
power of light, but no display is valuable nor does it 
make sales unless it is seen; and, furthermore, the 
goods must be seen clearly, quickly and easily. 

There must be no hint of fearfulness on the part 
of the merchant to show every detail-of every article, 
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Figure 1—Right and wrong system of window lighting. Section A-A is equipped with lights to see 
| while the window in section B-B in illuminatedl with lights to see by. 
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ior by so doing he establishes confidence in the minds 
of his customers and thereby hastens his sales. On the 
other hand, a dismal show window is worse than a 
blind sales clerk. The clerk can’t sell goods, but even 
being blind, he might at least wear.a pleasant expression 
-but the dim show window neither sells nor smiles. 

A comparison of the two similar show windlows il- 
lustrated in Fig. 2 will reveal the value of using proper 
modern lighting equipment for window lighting. Both 
windows utilize the same wattage, but the left-hand 
window is equipped with proper reflector equipment 
correctly installed, throwing all the light evenly over the 
entire display. Another typical well-lighted window 
is shown in Fig. 3. The light sources are concealed 
from view of the shopper by means of a decorative 
cloth valance hung between the glass of the window 
and reflectors, 

Confinement of good lighting solely to the stores 
in downtown business districts is becoming a thing 
of the past. To be sure, the transition is not yet 
completed, but the advantages of good lighting 
for the merchant in outlying districts, as well as 
for the downtown merchant, are so well estab- 
lished that it will not be many years until the 
poorly lighted store is a thing of the past. 


Whose windows are seen—whose are remem- 
hbered—whose are talked about? There is only 
one answer to questions such as these. That an- 
swer is, the ones that stand out from the rest so 
strongly that the interests of the passerby is defi- 
nitely attracted. And that means plenty of light 
properly used. 

The importance of having properly lighted dis- 
play windows is becoming recognized more and 
more. A test to determine the effect of varying 
methods of window illumination on the sales 
power of display was recently made in several 
downtown stores of a well-lighted district. Sev- 
cral comparisons were made and it was found that 
those windows where the lighting had been de- 
signed so’ as to conceal the light sources from 
the vsion of the observers on the street an in- 
crease of more than forty per cent was experienced. 


Mr. Average Merchant is not running a store 
for the blind. He is catering to folks with eyes 
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Fig. 2—Displays by A. Harris & Co., Dallas, showing value of using proper lighting equipment. 






and, quite naturally, light is one of the most im- 
portant factors in his success. For light attracts. 
It makes people pause as they pass his windows, 
makes them stop and study his displays—if the 
lighting equipment has been properly installed. 





Fig. 3—Well-lighted window with light sources con- 
cealed from view of shopper. Stetson Shoe Co., Boston. 


Wherever he be, whatever he sells, the progres- 
sive merchant of today should give heed to the 
proper installation of his lighting equipment. The 
benefits have been realized and acclaimed by mer- 
chants, from the largest department stores down 
to the lowly -shoe-shine parlor of the Greek boot- 
black. Profit by the experience of others and ex- 
amine your system to see if it is correct. 

A discussion of a few typical window lighting in- 
stallations for small and medium size stores and illus- 
trations of good lighting equipment will be covered in 
the next article of this series. 
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Crepe Paper As Decorative Material 


All branches of display industry adopting crepe paper in place of more 






costly materials—Service department maintained as aid 


By W. H. LEAHY 


Dennison Manufacturing Company, Framingham, Mass. 


ITHIN the last year crepe paper has gained 
general recognition as a window deco- 
rating material. In every city and town 
one can see this material in display win- 

dows doing its part to make an attractive presentation 
af merchandise. 

The necessity for constantly changing displays, 
combined with the use of expensive fabrics and acces- 
sories, have added considerably to the cost of doing 
business, with the result that the smaller merchant 
oftentimes is unable to stand the expense of frequent 
installations of carefully planned displays. 

With the use of crepe paper the shop-keeper is 
enabled to make attractive displays quickly and econ- 
omically. Recently there has been a widespread adop- 
tion of crepe paper in place of the more costly deco- 
rating materials. Such paper possesses unusual strength 


nc crack, usin 





and durability. It is easily manipulated and can be 
stretched to any position. It closely resembles a fabric, 
with one side a satin-like sheen and the other a soft, 
velvety surface. The numerous colors of crepe paper 
offer practically any combination that one wishes to 
use, and decorated crepe lends a seasonal or holiday 
atmosphere. 

The elasticity of crepe paper is one of the very 
helpful features from a window decorating standpoint. 
It enables the decorator to make tubes, rosettes, fringe 
and other beautiful effects, as well as insures neat- 
fitting backgrounds without any suggestion of “slack” 


” 


or “sag. 

The Armand window shows the practical applica- 
tion of crepe paper as a background for a display card 
and several groups of Armand products. The castle 
in the background carries out the suggestion of the 
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Easter display of candy arranged for Brown Cracker & Candy Co., Dallas, showing attractive setting 
easily and economically installed through use of crepe paper. 
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Wherever Beauty is- 
\RMAND Attends 





Attractive setting showing practical application of crepe paper as a background for 
lhe Armand Company products. 


window card, giving atmosphere and individuality to 
the display without subordinating in the least the mer- 
chandise on display. The “wall” portrait of the back- 
ground is of waved crepe paper with tubes at the top 
and in the corners. The blossoms hanging over the 
wall are cut from a fold of decorated crepe. Along the 
bottom is ruffled crepe paper to carry out the “wall” 
effect. 

The Easter spirit is reflected by the attractive and 
appropriate-candy window. Such a window as this is 
easily installed at little expense. One fold of decorated 
crepe supplies bunny and chicken, while another fold 
gives the springtime atmosphere of apple blossoms. 
The floor and background of the window are of plain 
crepe, while the corners and panels are set off with 
tubes and rosettes, also of plain crepe. 

In order to study the goods we make for window 
display purposes and to give service to our customers, 
we have recently established a window display service 
department. Here a constant effort is made for the 
development of new and improved products and to 
render a better and greater service to users of window 
display advertising. 

There are many different ways in which this ‘de- 
partment co-operates for the betterment of the display 
of merchandise. For example, a large manufacturer 


of a nationally advertised product has a crew of men 
who devote their time to installing window displays in 
the stores of dealers. Crepe paper constitutes a large part 
of the material used. One of our field men visits each 
of the district offices of this concern and there works 
with the displaymen for a time. He shows them the 
various ways of using crepe paper economically and 
effectively in the window, and he gives them further 
suggestions which he has gathered from study and ex- 
perience regarding the science of display. We sell 
crepe paper to stationers, department stores and many 
druggists, who in turn retail it. 

Another instance of the service performed by this 
department is the creation of suggested displays in our 
factory studio. These are photographed and sent to 
manufacturers, who loan us the necessary material, 
for use as a guide to their displaymen or salesmen in 
installing displays in dealers’ windows and for repro- 
duction in their year book, house organ or in special 
window bulletins. 

Previous to the establishment of this display ser- 
vice, help, in a measure, had been given our customers. 
Now, however, we are able to give a much beter service 
and more of it, and to keep abreast the increasing de- 
mands by displaymen in all branches of the industry 
for this product. 
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Contest Reveals Interesting Facts 


Much painstaking care in working out details and originality in 
design shown by thousands of displays entered in contest 


By R. H. HELLER 


Supervisor of Displays, Winchester Repeating Arms Co., New Haven, Conn. 


VEN though the selection of the grand 
annual prize winners in the Winchester 
Window Display Contest was limited to 
winners in the previous quarterly con- 
tests, the task was a very difficult one. Every pos- 
“sible angle had to be considered. Every possible 
effect which the displays attempted to produce had 
to be analyzed and their value carefully estimated. 

Those finally selected are some of the finest ex- 
amples of the displayman’s art. There is ample 
evidence that a great deal of thought and care 
was put into the making of the displays, for they 
show originality of selling ideas and painstaking 
care in working out details. 

From the number of photographs submitted in 
the course of the year it is evident that Winchester 
dealers find it most profitable to make displays of 
Winchester merchandise. 

Out of the hundreds of entries the following 
were selected as the winners of the prizes offered 
and worthy of special mention: First prize, Dress- 


Upper Left by Nat Wylie, The Steel Hardware Co., Wichita, Kans., second prize; Upper Right by 
George F. Hauber, Emtgh-Winchell Hardware Co., Sacramento, Cal., third prize (tie); Lower Left 


ler Hardware Company, Los Angeles, Calif.; sec- 
ond prize, The Steel Hardware Company, Wichita, 
Kansas, and third prize, which was a tie, Warren 
County Hardware Company, Bowling Green, Ky., 
and Emigh Winchell Hardware Company, Sacra- 
mento, Calif. 

Honorable mention was given the displays en- 
tered by Charles B. Astle & Son, Momence, IIl.; 
Beaulieu & Ineck, Winner, S. D.; Harry Crowe, 
Tulare, Calif.; Dopp & Watson, Ashland, Wis.; 
Dorman & Smyth Hardware Company, Salisbury, 
Md.; E. J. Faut, Brookfield, Mo.; Field & Law- 
rence, Bellows Falls, Vt.; The Wm. H. Fox Com- 
pany, 2436 Gilbert Ave., Cincinnati, Ohio; A. Gal- 
pin’s Sons, Appleton, Wis.; Indianola Hardware 
Company, Indianola, lowa; Kemp-Hibler Mercan- 
tile Company, Eldorado Springs, Mo.; Mabie-Low- 
ery Hardware Company, Roswell, N. M.; J. J. 
Moreau & Son, Manchester, N. H.; Ogden Hard- 
ware Company, Ashland, Ky.; John G. Oom, Grand 


(Continued on page 49) 





by Wayne Poland, Dressler Hardware Co., Los Angeles, Cal., first prize; Lower Right by W. Her- 


man Lowe, Warren County Hardware Company, Bowling Green, Ky., third prize, (tie). 
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No. 88 X-Ray “Hippo’’ Window 
$i Fevers ap ight 


X-Ray “‘Jove’’ Reflector 
with No. 66 Color- Ray 
Attached 


No. 10308 X-Ray 
AYA"A beve enucae sretetaitsd ota 


 X RY Reflectors 


we Standard for Show Windows” 


Displaymen--- 


are now busy planning for spring and 
summer—when color predominates— 
when unique display ideas stop the 
passerby. You men— 


Should Never Forget— 


that lighting effects help your sales ap- 
peal. Often a new lighting idea breathes 
the spark of life into a display hitherto 
unnoticed. ; 


Compelling Lighting Effects— 


are the tools with which you create 
novel settings ; put emphasis on your dis- 
plays. 


. 


Add Selling “Punch’— 


to your windows this spring by using 
X-Ray FLOOD Lights, X-Ray Spot- 
lights, X-Ray Footlights, and X-Ray 
“Color-Ray.” Put your story across! 


For new ideas write 


CURTIS LIGHTING, INC. 
1114 W. Jackson Boulevard 
CHICAGO 


31 W. Forty-Sixth St., New York 
3113 W. Sixth St., Los Angeles 
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National Contests Stimulate Sales 


Smaller city displaymen can successfully compete in national contests 
with metropolitan decorators if careful attention given to details 


By C. M. SHRIDER 
Display Manager, The A. E. Starr Company, Zanesville, Olio 


ISPLAYMEN of the smaller cities may 
successfully compete with their brothers 
of the great merchandising centers for 
prizes in national display contests, the 
awarding of which depends not always upon the 
‘size of displays but upon the art, ingenuity and 
effectiveness entering into their creations. 
Believing that big-town displaymen had, in 
equipment and other material resources, many ad- 
vantages over those of the smaller centers, we 
hesitated to enter the national contests. The big 
fellows seemed to have everything in their favor. 
One day the general manager of our store re- 
ceived an announcement of a contest to be con- 
ducted by a well-knewn shirt manufacturer and 
immediately decided that he would like to have a 
shirt display made and entered in the contest. It 
was clearly evident that he thought his display 
department capable of creating a window worthy 
to enter in the event, and in the face of such con- 
fidence it would have beer impossible to hold back 
or refrain from exerting every ounce of energy and 
thought. 





Prize winning display in Arrowhead Hosiery Contest by C. M. Shrider, A. E. Starr Com- 
pany, Zanesville, Ohio. 


The display created was photographed and 
entered in the contest. Then followed several 
weeks of anxious anticipation, hoping that it would 
at least receive honorable mention. Much to the 
producer’s surprise it was awarded the first prize 
of $150. We participated in later contests with 
more or less success, then two years later the shirt 
manufacturer launched another contest. In this 
instance prizes for the best shirt advertisements 
as well as the best displays were offered. We had 
been successful with the window display on the 
former occasion, so this time entered both a copy 
of the advertisement and photograph of the dis- 
play. The advertisement received the first award 
of $250 and the display one of the $50 prizes. 

By this time we no longer doubted the value of 
these contests. These special displays showed that 
a great many buyers look beyond the matter of 
price—an outstanding display being a wonderful 
substitute for the overworked special sale. 

It was the moral effect of participation in the 
contest that had counted. Our mental resources 
had been developed at new depths. Advantages 
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eCcorations 


Chicago affords the most complete Display Equipment and Decora- 
tion Market in the World—Time and money may be saved, and the 
best that decorative genius creates can be obtained in Chicago at 


prices that cannot be duplicated—quality considered. 


THE ADLER-JONES CO. 
643 S. Wells Street 


Artificial Flowers—Decorations 


= L. BAUMANN & CO., 
aes 357 West Chicago Avenue 


Artificial Flowers—Display Decorations 


THE BODINE-SPANJER CO. 
1160 Chatham Court 


Distinctive Display Decorations 


BOTANICAL DECORATING CO. 
319-27 W. VanBuren Ave. 
Artistic Decorations & Artificial Flowers 


CHICAGO CARD BOARD CO. 
664 W. Washington Blvd. 


Art Poster Card and Mat Board 


CURTIS LIGHTING, INC. 
1114 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE HECHT FIXTURE CO. 
620 Medinah Building, Wells and Jackson 
Everything in Display Fixtures 


HIGH LUSTRE PLUSH CO. 
1757 North Central Park Avenue 
Plushes, Velours and Display Fabrics 


THE KOESTER SCHOOL 
314 S. Franklin Street 


Display and Card Writing Instruction 


NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Avenue 


Show Card Boards, Mat Board, Cut-Outs 





















PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 
Write for Catalogues! 
Copyright 1924 by The Display Publishing Co. 








ATRL 


' - ae r 
7 


; 
U 
oa 1 is 


Val *ig 24 yt, Ml aa aie . 7 


al 





y 3 : ' | 
H i #7 é, fl | H | Hh 





x we) le we) UH 
ee Ma il ay a , 















22 THE DISPLAY WORLD 


which we felt the big-city entrants possessed were 
overcome by bringing into play previously unused 
sources of ingenuity. The value of the particular 
feature was well earned—the outstanding feature 
capable of fixing and holding the observer’s atten- 
tion, which was accomplished in different ways. 

In a recent neckwear display contest conducted 
by the Associated Men’s Neckwear Industries a 
peacock setting was used and it worked out to a 
far better advantage than was originally conceived. 
The ties forming the peacock’s tail were by diffi- 
cult efforts chosen and arranged so successfully 
that at first glance they seemed to be the bird’s 
own feathers. The card for this feature read, 
“Colors a Peacock Would Be Proud to Wear.” 
This setting was awarded first prize over several 
hundred contestants, many of whom were from the 
largest stores in America. 

Gloves are exceedingly difficult to display at- 
tractively, so we showed them in a new manner, 
which proved good enough to win the approval of 
the contest judges who awarded it first prize. For 
this window we used curved top stands with wires 
that held the gloves in an upright position. Imita- 
tion bronze leather in copper and green colors. 
pleated in fan shapes, and fastened to the curved 
tops, gave a striking effect to the creation under 
Back of the gloves was an oll 
painting showing people leaving church, and, of 


colored : lights. 


course, wearing gloves. 

The Arrowhead hosiery window here illustrated 
won two prizes—$200 for being the best display 
entered from cities whose population was less than 
100,000 and over 25,000, and $250 as the second 
best entry in displays entered for the grand prize 
regardless of population. In this case, as will be 
seen, the name of the hosiery featured was drawn 
upon the central idea of the display. The large 
arrowhead was painted on wall board and placed 
in front of a black placque with a border of an 
Indian design. At separated positions small arrows 
pointed toward the large arrow. Even the lamps 
at the sides were made in our display department. 

A show window that brought us the second 
prize in a national contest was featured by the use 
of one of the greatest, if not the very greatest, of 
modern scientific inventions—the radio. Cardboards 
attached to wires indicated by their lettering mes- 
sages coming from the loud speaker telling of “The 
Shoes to Choose for Ease and Comfort.” The show 
card read, “Listening In to the Praises of Ye Olde 
Tyme Comfort Shoes.” 

Last fall the presidential election gave us an 
idea for a hat display. Just before the November 
balloting we filled one of our windows with hats 
of a make which presidents of the United States 
have bought regularly. In a panel in the back- 
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ground a large picture of the capitol at Washing- 
ton was placed and the sign read, “The Presidents 
of the United States Have Been Proud to Wear 
This Make of Hats for Over Fifty Years; Yet 
None of the Presidents Ever Received Any More 
Style or Value Than You Can Buy Here Today.” 

Under the urge of national display contests our 
store windows have advanced to new levels of at- 
tractiveness and effective advertising each year and 
this must be the case the country over. The op- 
portunity offered to win generous cash prizes has, 
of course, appealed to displaymen, but it is only 
fair to say that pride in their calling has exerted 
corresponding influence upon their efforts to win. 

It is hoped that smaller city displaymen will an- 
nually take new interest in these national contests 
and that more and more of them will become en- 
trants. To do so will multiply prizes and enlist new 
efforts on the part of manufacturers. Better yet, 
it will develop more art and ingenuity on the part 
of display managers. 

Let us not lose sight of the main point—the 
sale of merchandise. Every display that attracts 
the passerby sufficiently to sell him the goods in 
the store has performed its paramount function. 
The more we develop window trimming, the more 
we shall develop sales and thereby the value of our 
services. 





United Spring Opening Success 


Stores hold “open house” as special feature of 
window night observance 


By R. W. CRIST 
Asst. Sec’y, Chamber of Commerce, Harrisburg, Pa. 


CRES of store space, colorful and crowded with what 

the season had to tempt Harrisburg and his wife to 
buy and wear, were thrown open for two hours’ inspection 
on the evening of March 10. 

It was the first Unison Spring Opening of the Mer- 
chants’ Council of the Harrisburg Chamber of Commerce, 
where the doors of the stores were opened. Usually in 
these seasonal openings the fashion displays were limited 
to the store windows. On the evening of March 10 the 
windows were as gay as ever, but served only as a hint 
of what the stores contained therein. 

The verdict of the unprecedented throng filing in and 
out of the aisles during the two hours when “open house” 
was observed, was that never before have spring garments 
been so attractive and spring modes so bewitching. 

_ The new plan also permitted other innovations. Some. 
of the stores staged musical programs. Sales forces were 
on hand to answer questions and explain the modes. Bright 
lights and flowers turned the areas of mahogany counters 
and display cases into exhibits of art. 

The Merchants’ Council, however, provided a remedy 
by keeping the Spring Style Show open for the remainder 
of the week, and hundreds who started out to sec all 
the displays on the opening night continued their journey 
on the four succeeding days. 

Already Harrisburg merchants are planning for a sim 
ilar event in the fall, when it is proposed to elaborate 0? 
the features which were innovations this spring. 
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THE DISPLAY WORLD MONTHLY PICTORIAL REVIEW 
Top Left by George F. Tibbetts, Forbes & Wallace, Springfield, Mass. Top Right by Harry L. Kramer, C. K. 
Whitner Company, Reading, Pa. Center, Upper Left. by Don Rogers, Mayer Livingston & Company, Bloom- 
ington, Ill. Center, Upper Right, by Raymond T. Whitnah, The Crosby Bros, Company, Topeka, Kansas, Cet 
ter, Lower Left, by W. R. Bevan, Smith & Welton, Inc., Norfolk, Va. Center, Lower Right, by W. G. Stewart, 
Lyon & Healy, Inc., Chicago. Bottom Left by H. H. Tarrasch, Stix, Baer & Fuller Company; St. Louis. Bot- 
tom Right by Joseph H. Marshall, The Boersma Company, Chicago. 
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lop Left by J. Allyn Dean, The Crescent Store, Spokane, Wash. Top Right by Floyd P. Smith, Newman Dry 

Cen: Hoods Company, Arkansas City, Kansas. . Center, Upper Left, by W. L. Stensgaard, C. W. Klemm, Inc., Bloom- 

vart, Mi '"gton, Il. Center, Upper Right, by Henry Goering, The Wonder Cloak & Suit House, Fresno, Cal. Center, 

Bot- Lower Left, by H. S. Moorhead, The J. L. Hudson Company, Detroit. Center, Lower Right, by Fred A. Gross, 

The Owl Drug Company, San Francisco. Bottom Left by Thos. F. Liebreich, Sanger Bros., Ft. Worth, Texas. 
Botttom Right by Leo Keretz, Leon Godchau x Clothing Company, Ltd., New Orleans, La. 
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Radio Offers Display Possibilities 


Many opportunities for creation of attractive displays through use 
of radio—Industry needs co-operation to retain stability 


By ERIC H. PALMER 


Assistant to President, Freed-Eiseman Radio Corporation, Brooklyn, N.Y. 


ADIO made its first appeal to the imagina- 
tion, then it thrilled the ear and gladdened 
the heart. Now let us make it appeal to 
the eye. Here is where the experts of the 

display field can be of great assistance to this great 

~ infant industry of radio, which has now reached the 
stage where the best merchandising policies and 
methods must be put into effect to effectuate that con- 
dition of stability within the trade which is necessary 
for the continuance and extension of public confidence. 

Within the next year or so, the real leaders in the 
field of radio merchandising will be determined, and 
they will be the men of wisdom who have not only a 
technical knowledge, but a conception of the various 
forms of advertising that prove most attractive to the 
public and are thereby the best sales promoters. 

The science of visualization is called into play. In 
the early days of broadcasting, when the people found 
that almost any kind of a hastily prepared outfit 
would bring in music and speech from the ether from 
stations nearby, every radio set found ready buyers. 
The demand was larger than the supply. Every one 











Compelling display of radios and accessories by Syracuse Auto Supply Company, Syracuse, N. Y. 


recalls the wave of enthusiasm that swept the country 
—how the land went “radio-mad” almost overnight. 
And that high degree of interest has been maintained, 
but additional factors have entered into the situation. 

The public is no longer content to accept misfit 
and unsightly apparatus. Particularly since the women 
of the country have become as interested as the boys 
and the men in radio there has sprung up a boom for 
beautiful instruments—receiving sets in handsome cabi- 
nets, hiding unsightly wires and batteries, to adorn any 
living room, 

Here, then, is radio’s appeal to the eye—and the 
opportunity of the display field for activity! 

The process of stirring the dealers to a better dis- 


. play of radio products is now on in the industry. It 


already has had effect. Radio, for instance, is sold in 
many music stores, the proprietors of which are cogni- 
zant of display methods, and so is the case in other 
establishments which have found radio a profitable line. 
But hundreds and hundreds of new stores have been 
opened, the majority for radio sales exclusively. 
At the outset the windows of most of these places 
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PREPARED 
ASPARAGUS 


New Process 


Will not fade or 
drop its needles. 


Prepared in natural 
green, 


Every spray has a 
perfect tip. 


Ask for samples 
and prices. 












SHORT — 187022 INCHES =” 





ALONG -30. INCHES [AND UP a 
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Southern Smilax, large case, $10.00 


PREPARED OAK FOLIAGE 
Red, Green, Tan, Dark Brown 


Prepared Palm leaves, Prepared Cycas leaves, 
Prepared Cocoanut leaves. Grass Mats, Uva 
Grass, natural, green dyed, and metallic two- 
tone colors. 
And many other items for decoration. 


Grass Mats, 39x 78, $5.50 each 


THE KERVAN CO. 


119 West 28th St. 
NEW YORK 


Wholesale Jobbers 


Manufacturers 
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The window display that makes the passer buy 


is one of undoubted “class,” and not the clever, 
novel arrangement that stops traffic but fails to 
pull buyers inside. 


“Stunt stuff” won't build up prestige or good- 
will, though it may cause tongues to wag and 
brains to speculate. The passerby shops where 
values are insured and backed up by the store 
owners. And invariably we find that the windows 
of all such stores reflect the policies of the man- 
agement. 

To impress upon the public the stability, dig- 
nity and undoubted prestige of your store, noth- 
ing can equal NEWMAN BRONZE BUSINESS 
BUILDERS—those permanently beautiful little 
signs that stand in the windows of all leading 
American merchants. 


They are at once artistic and useful, for they give to your 
displays a tone and a forcefulness that cannot be secured 
through the use of painted cards or obviously cheap signs. 





Considering the sales value of Newman Bronze 
Window Signs, and their guaranteed permanence, 
the initial investment is very small. Even though 
you may wish your trade-mark or signature or 
letterhead accurately reproduced, two or three of 
these big little boosters will cost only a few dol- 
lars. And the returns in actual sales will pleas- 
antly surprise you. 


So if you are constantly striving to build up 
prestige via the show-window route, we offer you 
an opportunity to invest in signs that will aid you 
in wonderful fashion. 


Ask us for suggestions and estimates. There 
are positively no obligations involved and you 
may be mighty glad that you consulted with us. 


N. B. We are the largest makers of brass railings and 
store directories with removable letters in the U. S. 
Deal with the manufacturer direct and save $$$. 











Representatives Wanted Everywhere 


Founded in 1882 
ann naimill dine sa tutr 


Display Services: Write for Discounts 


THE NEWMAN MANUFACTURING CO. 


420 ELM ST., CINCINNATI, OHIO 











































Do You Believe 
in Show Cards e 


Read SIGNS OF THE TIMES every month 
for latest ideas and information on show cards 
and show card advertising. 

Take a look at the contents of the April issue, 


> for instance, which carries among others the follow- 
ing exclusive features: 


Letters Too Carefully Made Are Stiff—Not Overly 
Pleasing to the Eye. By Geo. F. Zealand. 


Overdrawn Introductions Don’t Pay in Show Card 
Copy. By Benjamin J. Marshall. 


Modern Alphabets and Their Uses in Making Quick 
and Accurate Cards. By Albert A. Senft. 


Horse and Buggy Stage of Cardwriting is Past— 
Trend Now is Upward. By H. C. Martin. 


Who Will Be the First to Come Forward with New 
Idea for Movie Titles? By G. B. Spurgeon. 


Listen, Geo. By H. F. Voorhees. 


Store Uses Linoleum Cuts for Quantity Posters. By 
S. E. Eldredge. 


Proper Procedure in the Construction of a Cloth 
Sign on a Frame. By Bert Hardt. 


School Officials Found Guilty by Jury. 


A Sales Register That Will Help to Reach a Defi- 
nite Sales Objective. By Jesse G. W. Kreiss. 


Practical Inventions in the Advertising Field. 


More Estimates Are Wanted on Wire Mesh Sky 
Sign. 


Finding Out the Cost of Running a Business. By 
L. M. Leftin. 


Decorative Sign Ornaments. By J. N. Halsted. 


Price Quotation Analysis of March Issue Estimates. 


$3.00 Will Put You on the Subscription List 
for a Full Year. 


SIGNS OF THE TIMES 
CINCINNATI, OHIO 


Publisher of Standard Books on Show Card Writing, 
Lettering and Art ! 


April, 1925. 


SIGNS OF THE TIMES, 
_ Cincinnati, Ohio. 
Enclosed find $3.00, for which send me SIGNS OF 
THE TIMES for one year. ($3.50°in Canada.) 
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were just an indiscriminate mass of parts and sets, 
For the time being it was enough to indicate to passing 
persons that the store could comply with their needs. 


That day is past. No one place has a monopoly of 
business, even in small towns. Rivalry is brisk. A 
store must not only sell the finest apparatus, but it must 
make known its wares by judicious exploitation. It 
must advertise. The character of the establishment 
is reflected in the window decoration, and that is why 
radio dealers are being urged to study the latest devel- 
opments in the art of window dressing. 

Radio as used in the finest homes should be the 
basis of such displays. Attractive models should be 
shown in beautiful surroundings. If placards are used, 
they should be in keeping with the main idea, and radio 
manufacturers, in their advertising material, are fea- 
turing this “home atmosphere.” 


At all the radio shows, for instance, the Freed- 
Eiseman Radio Corporation has shown its receivers in 
a well-appointed parlor, and the exhibit has always 
aroused admiration from men and women alike. The 
same kind of a showing lends itself to window display. 
The fireside atmosphere is especially desirable for fall 
and winter. emphasis, 

In addition, for the summer months, it would be 
well to emphasize radio’s great appeal to vacationers. 
Scenes depicting the use of radio at the seashore, in 
camp, in the mountains, on cruises, would be wonderful 
sales builders. A little thought and care, with only 
moderate expenditure, will bring about desired results 

There is now a great demand for standard sets, as 
against parts, and the dressing of windows becomes an 
easier task. 

People want the standard receivers behind which 
there is sterling guarantee—sets that are not only elec- 
trically perfect, but which possess good looks: To 
encase such sets are cabinets of sumptuous appearance. 
One or more of such cabinets, shown in windows, i 
connection with other displays, will have a special ap- 
peal to the women. 


Other forms of display may include.the empha- 
sizing of the educational aspect of radio and its worth 
in bringing the finest music into the home. As great 
operatic artists are now on the air, displays must be 
worked out in connection with the sale also of phono- 
graphs and records, encouragement to which is being 
given by the Victor and Brunswick companies. 


These are sales appeals. Other forms of display 
are available, such as showing the use of radios in hos- 
pitals. All such exhibitions build up additional interest 
and mean good will and better business for the dealer. 

Let us all work together in this campaign of EYE 
APPEAL IN RADIO. . 





HOLD STYLE SHOW 


The Gates Store, Anderson, Ind., recently held a suc 
cessful spring style show at the Riviera Theatre. 
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GEORGE SCHMIEDEL 


Manufacturer of 


Georgian Silk Plushes 





FOR WINDOW DISPLAY 
AND 
ALL DECORATIVE PURPOSES 


NEW YORK OFFICE | 
50 Union Square CHICAGO OFFICE 


(N. E. Corner 4th Ave. and 17th St.) 1757 N. Central Park Ave. 
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DRA PIN 2 Here is a Book that Reveals all Secrets of 


Expert Draping 


“THE ART of DRAPING” 


‘ae: 





















BY JEROME A. KOERBER 


is a complete, modern and practical text and reference 
book on the subject of mercantile and display draping. 
It covers the subject thoroughly, comprehensively and 
authoritatively, and is profusely illustrated with dia- 
grams, pen drawings and photographs. 

The contents of this book is a revelation, as it com- 
prises the experience of a life spent in the execution 
of draping art by the country’s foremost draping au- 
thority. 


Profusely Illustrated—Substantial Cloth Binding—128 Pages—Page Size, 715 x 1044 
Books Shipped Same Day Your Order is Received—Order TODAY! 


CONTENTS 

The fundamentals of draping; fixtures—what they 
are and their importance; how records are kept in dis- 
play department; efficiency in decorator’s room; general 
knowledge of merchandise; the structure of drapery; 
ornamentation of drapery; importance of color and color 
harmony; a chart of colors and combinations; com- 
bining colors by use of color chart; some pertinent 
advice—errors to be avoided; draping examples _illus- 
trated and described. 





Price $3.00 Postpaid 
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SPECIAL OFFER—A copy of this new book, THE ART OF 
DRAPING, together with a year’s subscription to The DIS- 
PLAY WORLD at a cash saving of $1.00—Both for $4.00. 


ORDER BLANK 


The Display Publishing Co., Cincinnati, 0. 






If you are already a subscriber your subscription 


Published by 


1209-11 Sycamore Street 





THE DISPLAY PUBLISHING CO. 


Gentlemen: Enclosed find money order 
for $3.00 for one copy of Koerber’s ART 
OF DRAPING. 


“Ship postpaid to following address: 


will be extended. 


Cincinnati, O. 
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Who They Are and What They Say 


| No. 15—NAT WYLIE, Wichita, Kansas 














IX years ago he was a stranger ina 

strange land. Today he is a prize win- 

ning window display expert with a na- 

tional reputation. That in brief is the 
history of Nat Wylie, display manager of the Steel 
Hardware Company, of Wichita, Kansas, since he 
landed in America. 

Mr. Wylie was born and reared in Newcastle- 
on-Tyne, England, where he 
grew up in the hardware 
busines s. As a boy he 
worked in hardware stores 
after school hours and on 
Saturdays. Frequently he 
prevailed upon the boss to 
let him put in the -window 
displays. He showed such 
aptitude and such original- 
ity in working out display 
ideas that he was eventually 
given complete charge of 
the window display work. 
It was in England where he 
first gained experience and 
worked out the fundamen- 
tals of window trimming 
which were to bring him 
success later in his adopted 
country. 

He first came to America 
as a member of a party of 





a result, Mr. Wylie was given complete charge of 
the display windows and of the Steel Hardware 
Company’s advertising in the daily newspapers. 

His fame as a window trimmer has continued 
to grow. In every window display contest he has 
entered during the last three years he has either 
won a prize or at least received honorable men- 
tion. He has won prizes in both the Winchester 
and Remington Arms com- 
panies national contests. He 
was a winner of second 
grand national prize in the 
Remington window display 
contest just closed. Photo- 
graphs of his displays are 
asked for and widely used 
in hardware trade and 
sporting goods magazines. 
One sporting goods publi- 
cation of national: ciroula- 
tion has placed a standing 
order with Mr. Wylie for a 
photograph of his best win- 
dow display each month. 
The editor, of course, knew 
beforehand that he _ was 
sure of getting something 
good that he would be glad 
to use. 

“There are four things 
that I keep predominantly 


British horse buyers. As Nat WYLIE in mind,” said Mr. Wylie, 
he traveled about the coun- Display Manager, Steel Hardware Company, in speaking of this display 
try he had opportunity to Wichita, Kansas - work. 


observe and study and pick 

up ideas on American window trimming methods. 
On the completion of his work he elected to stay 
in the Unitd States and try his hand at window 
displays according to American standards. 

He became associated.with the Steel Hardware 
Company, of Wichita, Kansas, as floor salesman, 
and was given the privilege of seeing what he 
could do with window displays. The Steel win- 
dows soon became the talk of the town; traveling 
representatives of hardware jobbers and manufac- 
turing concerns commented upon them and wrote 
to their houses about them. Requests came for 
photographs, which were reproduced in house or- 
gans, display literature and trade magazines. As 





“First, simplicity of de- 
sign. I find that the simple window makes the 
strongest impression and gets its message across 
easier and quicker. Second, the human interest ap- 
peal by the use of wax figures. Third, showing 
a use or a suggested use of the article displayed 
whenever possible. Fourth, using displays fur- 
nished by national advertisers whose goods we 
handle. 

“This fourth item is, something, it seems to me. 
that is frequently overlooked by many displaymen. 
Generally, the display material furnished by manu- 
facturers can be used to excellent advantage. | 
have in mind particularly the window displays fur- 
nished by the Winchester and the Remington Arms 
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people and the Coleman Lamp Company, of 
\Vichita. The displays these firms furnish cost 
considerable money and can not be duplicated by 
any displayman or artist at anywhere near the cost 
to the manufacturer who furnishes it. 

“They are the result of experience and thought 
and study, and so are planned for a definite pur- 
pose—to give the dealer’s windows and his store 
a definite hook up with the national advertising of 
the goods on display. That is another reason I use 
them. When our customers see in our windows 
the manufacturers’ displays along with the goods 
they have seen advertised in the magazines and 
newspapers, right away they know that we’ve got 
the goods and they don’t have to hunt any further. 
So every display that is sent us by a manufacturer 
is filed away for future use if it isn’t possible to 
use it right away. Our experience proves that it 


pays.” 





UNUSUAL COLLECTION OF NECKWEAR 
‘DISPLAYED 

Wilson Brothers, prominent tie manufacturers, have a 
circulating display which is attracting much attention 
wherever shown. It consists of more than thirty ties, each 
having been made in a different year and many with in- 
teresting historic significance. 

Perhaps the most interesting tie of the group is the one 
which was introduced in 1902 and which was first worn by 
Theodore Roosevelt. It was the first extremely long tie 
ever worn and was more of the style of the present neck- 
wear. One of the ties was made in the spring of 1864, 
when the concern was founded. 





DISPLAYMAN ADDRESSES NEWLY FORMED 
BUSINESS MEN’S ASSOCIATION 

At the first regular meeting of the newly formed Madi- 
son Square Business Men’s Association, of Grand Rapids, 
Mich., a live talk and actual demonstration on the value 
of window displays was rendered by Fred Tracy, of the 
Display Shop, 17 Library Street, who was assisted by S. E. 
Lawson, lighting engineer for the Consumers’ Power Com- 
pany. 

A knockdown window was used, which was constructed 
for use in lecture work such as this, and the idea offers 
a good suggestion for the use of displaymen who are 
boosting the game, and a big opportunity is afforded the 
display service field in lecture and demonstration work 
before commercial organizations. 

The window frame was made of light wooden material, 
fastened together with butterfly thumb bolts; hooks were 
provided on which to hang rings that have been fastened 
to cloth, thus completely enclosing the back and sides of 
the facsimile window. With this a changeable wallboard 
background was used to demonstrate the efficiency of 
panel work for window display in small stores, 

Mr. Lawson’s exhibit of the correct use of reflectors, 
and Mr. Tracey’s explanation of how frequent and attrac- 


tive background changes can be made, met with the ap-~ 


proval of all. members of this association. 
This lecture and demonstration course is planned to 
cover the entire central Michigan district. 
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INTE ITERNATIONAL 


CUTAWL 


Cuts decorative designs as easily 
as you can trace them in pencil 
fg beautiful imitation iron grill and bracket lamp, illus- 





trated above, were cut out of wallboard with an Inter- 
national CUTAWL, by A. L. Lemieux, of the Bon Marche, 
Lowell, Mass. 
These effective display units are typical of the unusual and 
distinctive store and window trims you can create quickly and 
at small cost with the CUTAWL. 
Extremely simple to operate, the CUTAWL will cut prac- 
tically any conceivable design out of wallboard, cardboard, 
paper, tissue, or cloth, in any number of layers up to nearly 
one-half inch in thickness. 


“Essential As Our Multigraph” 


The indispensable service rendered by the CUTAWL is 
shown by the following letter from Newman’s, of 
Joplin, Mo.:— 

“Gentlemen: Our CUTAWL has been in service for 
eighteen months and has paid for itself many times. 
We feel the CUTAWL is as necessary as our ad- 
dressograph or multigraph, and are only too glad to 
recommend it to any prospective buyer, for it has more 
than met our expectations.” 


The CUTAWL will do as much for you. To prove its value 
in your store, take immediate advantage of our 15-Day Free 
Trial Coupon below. 


THE INTERNATIONAL REGISTER CO. 


13 South Throop Street, CHICAGO 








FREE 15-DAY TRIAL COUPON 





The International paaitee Co., 
13 S. Throop St., Chicago. Date 
Gentlemen: Kindly hy me completely illustrated folder de- 
scribing the CUTAWL, together with full details regarding 
your 15=Day Free Trial Offer. 





¥ 





Firm 





Address 





‘lown State 





— 


Name and Title of Individual 
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Style Revue Stimulates Business 








Spring opening event gives impetus to dull season that carries business 
over the top—Huge crowds attend presentations in southern city 


By H. H. HAWKINS 
- Display Manager, J. R. Millner Company, Lynchburg, Va. 


URPLE fronds of lilac, great tendrils of 
lavender and pale yellow wisteria; spring 
flowers in all the pastel shades; the arti- 
ficial so skillfully used that it seemed but 

a part of the real, filled basket after basket in fragrant 
beauty forming decorations for the spring opening and 
fashion show of the J. R. (Millner Company, Lynch- 
burg, Virginia. 

Ideal weather conditions prevailed, and students 
from Sweet Briar College, Randolph-Macon Woman’s 
College and Lynchburg College were a part of the gay 
crowd. A walk-way built nearly the length of the store 
was illumined in an appropriate way, and here the new 
styles were shown in all their bewildering: variety. In 
addition to Lynchburg’s pretty models, several young 
women were-secured from New York for the occasion. 

Hats, hose, afternoon frocks, sport clothes, negli- 
gees and evening gowns were displayed, some bizarre, 
some in simple lines, all selected with a consideration 
of the tastes of the varied audience. Each showing was 
concluded with a Spanish feature to advertise a fiesta 
which the women of Lynchburg were sponsoring as a 
benefit, with the models, in dashing Spanish shawls 
and mantillas, presented in ensemble. 


During the exhibition the crowds, which the build- 
ing was unable to accommodate on the one floor where 
the models paraded, gave attention to the windows and 
the rest of the building. The windows attracted atten- 
tion from the large male contingent which did not 
brave the assemblage of women and enter the building, 
but who derived great pleasure from a close inspection 
of the many beautiful articles displayed. This was 
especially true of the island window, where two very 
attractive figures were gorgeously gowned, and with all 
the appurtenances of the well-gowned woman scattered 
in dignified showing through the display—perfume, fans 
and the like. 

The window on the right of the entrance was used 
for showing sport clothes, and a few extraordinarily 
chic models were here grouped, with attributes of 
sports, not oStentatiously shown, but suggested. The 
other window on the left of the entrance was utilized 
for piece materials, and here Spring, represented by a 
nymph, danced in abandon with the draped materials 
as her rainbow. 

Once in the store, the visitor was thrilled with de- 
light at its appearance. On the first floor of the store, 
one of the handsomest in this section of the Old Do- 


minion, perfumes, linens, notions, piece goods, hosiery, 
gloves, dress trimmings, handkerchiefs—these and other 
necessities and luxuries were displayed with modesty 
yet with allure, an appeal wherein lies the real art of 
decoration. 

The second floor, with its several ready-to-wear 
departments, was used for the fashion revue, but the 
third and fourth floors were arranged to harmonize 
with the others, and the draperies, pictures, lingerie, 
and every dainty thing carried by the store vied with 
the sturdy golf accessories, the necessary cotton cloth 
and usual line of staples, in attracting the visitor. The 
store was thronged all day and in the evening, when 
special presentations were given. 

Twice each year “openings and style shows’ are 
held, always with out-of-town and Lynchburg models, 
always with an orchestra of national reputation playing 
throughout the showings, and always there are crowds 
of guests turned away because the thousand or more 
seats have been taken and standing room completely 
filled. 

The opening for the Spring of 1925 was exceptional 


in that it came when business was reputed dull, but the 


999 


impetus given has carried the business of “Millner’s 
over the top for the month of March. 





DISPLAYS FEATURE OF HOME TOWN WEEK 

Between 250 and 300 business houses entered a window 
display contest held in Beloit, Wis., during Home Town 
Week, which also marked the spring opening. For the 
contest, the business houses were divided into 30 or more 
groups according to the type of merchandise handled, and 
three prizes were awarded for the best displays in each. 

Another feature of the week was a night parade in 
which floats were entered by many organizations, business 
institutions and others. The parade was lighted by many 
high-powered lights installed along the route traversed. 





BABY-DOLL STYLE SHOW WITH LIVING 
MODELS HELD 

A “Parade of the Baby Dolls” was held recently at 
E. E. Atkinson & Company, of Minneapolis, Minn., under 
the auspices of Baby’s Own Shop Department. The event 
is one of the annual features arranged by A. L. Green, 
sales promotion director. 

With a dozen tots, 2% to 5 years old, as models, a 
spring fashion revue similar to those for grown-ups was 
held. The boys and girls were costumed in the baby shop 
of the store. The parade was staged in the large audi- 
torium of the store, where an elevated runway had been 
projected into the room from the stage. 

The baby models did little dances, sang and recited 
as well as wore the clothes, 
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se  S ‘correct reflectors permit the use of fewer lamps, yet brighten the whole 

window show and give it that elusive, sales-making quality: the power to “catch the 

e eye of the passer-by!” 

y That desirable quality is one of the biggest and finest features of the Benjamin Ellip- 
ae tical Angle Reflector. The inside reflecting surface is of brilliant white porcelain— 

fused on in three coats to give a permanent, sparkling surface which sheds a diffused, 

“unstreaked light over the whole window display. 


Benjamin reflectors keeps light inside the 
window. Merely a stroke of a damp cloth 
will clean the smooth white inside surface. 


’ Reflected light from the Benjamin re- 
flector is noticeably white and clear. 
Is very “easy to the eyes.” There is 
no waste of light, the rays from one 

V lamp overlap the light from the 

1 other. The straight back of the 









Constructed of steel and a stone-hard en- 
amel. The exterior is a beautiful buff 
color—to match your window trims. 











Our nearest office will 
gladly send you full 
information regarding 
windowlightingandin- 
stallation fittings which 
make it easy to install 
Benjamin reflectors. 
They also enable the 
window trimmer to 
quickly detach the re- 
flector for cleaning and 
then just as quickly re- 
turn it to its place. No. 
1406. has screw thread 
for shade holder No. 
4377. 


No. 4377 








No. 1406 











Benjamin Denes putthe sales-magnetinto 
the window display—improve your store front 
in every way—with least care and attention. 
Catch the eye of every passer-by in your community! 
AUUUONUUUUUGNNNOUUUunneenguucucenenuanuusesegnnssuucenagassuusnegggnuuuuaneggsusqnaasggnnariannaaaain 


BENJAMIN 


Benjamin Electric Mfg. Co 
120-128 So. Sangamon St. 
448 Bryant St. 


247 W. 17th St. Chicago 
San Francisco 


New York 





For color lighting the 
Laco Colorlite is ideal 
— it permits the use of 
full color effects to bring 
out the beauty of goods 
under display. There 
is a choice of amber, 
red, green and blue. 
Readily put on the 
lamp or taken off. 





Laco Colorlite 
Showing How it 
Attaches to 
Lamp 
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The coming of the vaca- 
tion season brings with it 
a realization that a busi- 
ness is not well organized 
unless there is an understudy for every desk and 
job. This is particularly essential in the display 
department, where even a temporary relaxation of 
effort may result in losses of an enduring char- 
acter. And most essential of all, there should be in 
training, in every display department, someone 
who can step into the display manager’s shoes 
should an emergency arise. 

A well-known mercantile executive, while at 
the head of a large retail establishment, took a 
great deal of pride in the fact “that he could drop 
out tomorrow” and the store would run along just 
the same. He used to say that every man on the 
executive staff was just as good as he was, only 
he happened to have the experience. If he thought 
a man wasn’t as good as himself, he soon replaced 
him with one who was. Needless to say, this man 
built up a remarkable organization, and, when a 
few years ago he was called, the staff carried on 
without any disconnection. 

Perhaps such unselfishness is expecting too 
much from men steeped in individualism as we 
Americans are, but it should be of interest to those 
executives who think that the less anyone else 
knows about their work the stronger they are. 
One display manager privately confided to a repre- 
sentative of The DISPLAY WORLD that he took 
no vacation last summer and did not expect to take 
one this summer for fear the company may like 
his assistant better than himself. 

In an article appearing in this issue, H. H. Tar- 
rasch, one of America’s premier display executives, 


Are You Preparing 
Yourself for a More 
Responsible Position? 





in calling upon the profession to rise above such 
practices says: “Too many of the country’s best 
displaymen are following the narrow-minded cus- 
tom of some famous stage artists in creating a 
human background from which only they can shine. 
Surround yourself with good assistants and do not 
be afraid that your understudy will learn too much. 
Be visionary.” | 

As we have frequently pointed out, the first step 
toward bigger responsibilities depends upon who 
can succeed you. The feasibility of removing a 
man from one position and elevating him to an- 
other without crippling the department he leaves 
is a vital consideration. If for no other reason 
than this, a display manager should make it his 
business to train someone else to do everything 
he can do, and more. Then when the opportunity 
comes he can go to his chief and say, “I would like 
a chance to show what I can do. So far as my 
department is concerned I have trained a man who 
is as capable of conducting it as I am.” 





Recent surveys have shown 
that men shoppers surrounded 
Easily Attracted by women ae little money. 
by Good Displays Squeezed in among throngs of 
feminine buyers their natural inclination is to get 
in and out as quickly as possible. Best business 
practices, therefore, indicate that it is better to 
separate the men’s department from the rest of the 
store. A section of the first floor partitioned off 
from the main store, with street entrances of its 
own, has been found the most practical way to at- 
tract the masculine buyer. 

Men are more easily sold through display win- 
dows than women. By putting up a good front the 


Aimless Shoppers 
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retailer inspires many a passerby with a desire to 
become better acquainted with his merchandise. 
The external features of the store intimate to the 
oublic the nature of the activities within. For that 
-eason the store front should suggest the highest 
attainment in the particular lines of business con- 
ducted. 

The store window is naturally the most impor- 
‘ant feature of the store front. The type, size, 
seneral construction and lighting of show windows 
must meet the requirements of the goods to be 
displayed. “Come in,” subtly suggested in a dis- 
tinctive entrance, means more money in the cash 
drawer. 

Many an aimless male shopper has been at- 
tracted by a window display which has no sugges- 
tion whatever of femininity and wandering in for 
casual inspection of the merchandise has become a 
valued customer as a, result of efficiency in the 
main floor‘ layout. In a great many stores the 
complete separation of the men’s store from the 
rest of the establishment is impossible, but it is 
both possible and profitable to give it as much dis- 
tinction as conditions will permit and to conduct 
it as an individual unit in all forms of promotion. 





The compelling force of the 
display window is not always 
Makes It Liability fully appreciated by the mer- 
Instead of Asset chant. It is, without a doubt, 
his most valuable method of communicating to the 
public the personality of his store and the individual- 
ity of his service. Too often the proper use of the 
display window is not understood, and this strong 
asset falls short of its effectiveness. When this hap- 
pens the display window may become a liability in- 
stead of an asset, as much a liability as an untruth 
in the merchant’s spoken or printed advertisment. 

Such was the case of the John Shillito Company, 
of Cincinnati, a large department store in a prosper- 


Neglect of Display 


ous city, who recently attempted to celebrate the . 


ninety-fifth anniversary of their founding. From all 
advance information this occasion was to be made 
one of great importance in the city’s civic activity. 
The display manager enthusiastically began prepa- 
rations for the creation of displays that would 
parallel anything ever before presented. 

What took place between the time the original 
plans were made and the event itself is not known, 
but those who went blocks out of their way to 
view the displays, which the volume of newspaper 
advertising caused them to believe would be ex- 
libited and which it was natural to expect, were 
not only disappointed but thoroughly disgusted at 
the mediocre showings that had been installed. In- 
stead of attractive presentations with specially con- 
structed backgrounds, seasonal decoratives and 
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striking lighting effects which the event warranted, 
one saw plain, worse than ordinary settings, with 
the most unattractive merchandise the store af- 
forded. Not one dollar had been spent to make 
the windows representative of the occasion, not 
even the purchase of a few artificial flowers. 

The only possible way for the passerby to know 
that the ninety-fifth anniversary of a great institu- 
tion was being observed was the plain black and 
white printed cards announcing that 95 years ago 
the founder traveled to the city in a covered wagon, 
years before railroads were built into the section. 
An ox-drawn prairie schooner near the top of the 
card was the only illustration or decorative used. 

Although not definitely known, it is the general 
assumption, judging by the showing made and the 
small crowds who attended the sale, that it proved 
a miserable failure. There can be only one reason 
for the failure—they failed to realize the oppor- 
tunity that was theirs'to capitalize the greatest 
occasion offered. 

Compared to this was the 74th anniversary cele- 
bration of the F. & R. Lazarus Company, of Colum- 
bus, Ohio, when nothing was left undone to make 
the event outstanding in every respect. The win- 
dows were not only elaborate and distinctive— 
hundreds of dollars having been spent for addi- 
tional equipment and decorations—but the interior 
of the store was a revelation to both shopper and 
casual observer. 

To capitalize its value fully the display window 
should be placed on-an equal basis with the mer- 
chant’s other forms of advertising. It should 
dramatize aspects of his business which only a 
super-salesman could accomplish, face to face with 
the customer, and which would be quite beyond the 
possibility of the ordinary printed message, unaided 
by the personal touch. 





“To see ourselves as others 
see us” is a hard job in win- 
dow advertising. To know 
what impression is made by 
your presentations is desirable, and, fortunately, a 
way exists to partly accomplish the end. It re- 
quires nothing more intricate than merely the 
spending of a few minutes during the rush hours 
OUTSIDE -your windows. 

A careful study of the creations from that side 
of the glass and a listening ear for the exclamations 
concerning them will reveal many points that never 
struck you before. There is a different atmos- 
phere out on the street, people are in a different 
state of mind than when inside the store, and, be- 
ing upon ground that is municipally controlled, if 
not owned, they feel free to express an unreserved 
opinion. 


Mingle With the 
Multitudes for 


Their Impressions 
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Twenty thousand persons attended window night feature of event 
viewing new apparel and furnishing—Many prizes given 


By JOSEPH H. QUIRE 


Publicity Director, United Spring Opening, Sacramento, Calif. 


HIS is nothing less than a salon, in which 
store windows take the place of paintings, 
and streets are the aisles of the gallery.” 
This was the opinion of one of the judges 

who passed upon the miles of store windows which 
were entered in the window display contest in Sacra- 
mento’s United Spring Opening on the night of Feb. 25. 

“Such an event as this,” said the same judge, “shows 
that artistic appreciation is now recognized as a neces- 
sary part of sound merchandising. It is artistic in that 
it is developing the full power of originality upon the 
part of the persons who are responsible for the appear- 
ance of the store windows, and because this person uses 
fabrics, lights and other mediums as a painter uses his 
oils, the public will take a new interest in noting the 
effects produced.” 

The principal purpose of Sacramento’s United 
Spring Opening was to show the people of Sacramento 
in a single picture, and on a single evening, the exten- 
sive retailing resources of Sacramento’s stores, and to 
demonstrate Sacramento’s position as a retail shopping 
center of northern California. 

This purpose was more than fulfilled, judging from 
the fact that nearly 20,000 people, in this community of 
95,000, spent the evening walking from window to win- 
dow and studying the new apparel and furnishings. 

The secondary purpose of the United Spring Open- 
ing was to stimulate a friendly rivalry between the dis- 
play managers of the various stores, and to develop the 
originality of the small store owners who attend to 
their own window dressing. 

This rivalry was stimulated by the offer of a group 
of prizes, which were donated by various civic and 
commercial organizations. 

In order to give all stores an equal chance in the 
competition, a classification of stores was made accord- 
ing to the window frontage. Four such groups were 
made as follows: Stores of twenty feet and under, 
stores of twenty to forty feet, stores of forty to eighty 
feet, and stores eighty feet and over. 

A cup was offered for the best decorated window 
in each of these groups, and, in addition, a grand 
sweepstakes trophy was announced for what the judges 
considered to be the best decorated window in the city. 


As soon as the plans for the opening were an- 
nounced the Sacramento Advertising Club offered a 
beautiful silver cup for the sweepstakes trophy. Cups 
for the other classes were offered by the Sacramento 





Chamber of Commerce, Sacramento Clearing House 
Association Banks, the Sacramento Merchants’ and 
Manufacturers’ Association and the Sacramento Bee. 

Three judges from outside the city were selected to 
view the windows. These judges were: Mr. Morris 
Mazer, president of the Oakland Dry Goods Associa- 
tion; Charles Duncan, color psychologist of Foster & 
Kleiser Company,.of San Francisco, and Mr. George 
Barnes, of the Sterling Store, of Stockton. 

The displays were judged from the following 
points: Originality, setting, color, lighting and sales 
appeal. A 20 per cent rating was allowed for each of 
these points. 

To the John Breuner Company, the city’s largest 
furniture store, was awarded the grand sweepstakes 
trophy for the four windows which it entered in the 
contest. The first window-was a bedroom suite, which 
had a dressing room opening into the rear. Because 
the windows extend back into the store itself, it was 
possible to develop a perspective and use lighting 
effects which were singularly realistic. 

The second window was a living room suite, 
opening out onto a sun porch overlooking a formal 
garden. Two smaller windows were also entered, 
one showing a Wedgewood gas range, and in the 
center a great slab of wedged wood. The other 
window contained a display of Oriental bric-a-brac. 

The John Breuner Company was also awarded 
first prize in the class of stores with frontage of 
over eighty feet. ’ 

Mason’s haberdashery, which in the United Fall 
Opening last year was awarded the sweepstakes 
trophy, this year secured first prize for stores of 
twenty feet and under. The feature of its display 
was a peacock window, in which samples of the 
new peacock blue were placed about the sweeping 
tail of one of the birds. The opposite window 
showed spring merchandise in a pergola setting. 

Honorable mention in this class went to Charles 
Noack Company, a jeweler, the Fifth Street Cloak 
& Suit House, and Navelet’s, florists. 

First prize in stores of twenty to forty feet 
went to the Wiley B. Allen Company, a piano 
house, for its display of a player grand in a draw- 
ing room setting. Honorable mention was also 
given to Lavenson’s Shoe Store, Charles V. Heese- 
man, men’s clothing, and to Reich & Leivre. 
women’s apparel. 








925 


1Se 
nd 
Be. 


r1S 


a- 


April, 1925 


To a hardware store went first prize in the forty 
to eighty feet class. The Emigh-Winchell Com- 
pany, which secured this prize, has been doing re- 
markable work in making attractive displays from 
the matter-of-fact merchandise which they have to 
offer. Honorable mention went to Mohr & Yoerk, 
a large market. 

In addition to the first prize for the John 
Breuner Company in the 80-foot class and over, 
honorable mention was given to Hale Brothers, the 
Nonpareil and to Weinstock, Lubin Company, three 
department stores. 

In almost every instance the judges’ award co- 
incided with the peoples’ estimate of the relative 
merits of the various windows, as evidenced by the 
crowds which lingered in front of each. 

The Fashion Show windows remained in place 
for several days after the opening, the display man- 
agers and store owners taking the opportunity to 
make a careful and critical study of the various 
windows. Stores which failed to secure a trophy 
also invited criticism both from the judges and from 
their rivals as to the reasons they failed to hit the 
mark. 

From every hand the opinion was expressed 
that the character of the windows was far superior 
to that which was evidenced in the Unitéd Fall 
Opening, which was held last year. Store owners 
agree that this is due largely to the lessons learned 
in the previous opening and from the new interest 
which has been taken by those responsible for the 
appearance of the store windows. 

Because of the United Spring Opening the gen- 
eral tone of the spring windows has been superior 
to that of any season past. It is this raising of the 
everyday standards of the window displays which 
makes the Sacramento Retail Merchants’ Associa- 
tion feel that the United Opening has been worth 
while and that the idea adopted as a. permanent 
plan will mean a steady and helpful progress in 
this field. 





WINDOW BEAUTIFUL CONTEST TO BE HELD 

Plans are being made to hold a “Window  Beautful” 
contest in Madison, S. D., on April 28 and 29, during a dis- 
trict music contest, which will be held at the Madison 
State Normal School. 





CRETONNE CARNIVAL STAGED AT SOUTH BEND 


That color is to play an important part in home deco- 
rations this year is evidenced by the cretonne carnival 
recently held at the George Wyman & Company store 
of South Bend, Ind. One window presented a unique dis- 
play of cretonnes with a bronze figure draped with them 
as the feature. Cretonnes were shown in every window 
and at every point of vantage in the store. The event was 
staged by Julius E. Klawun display manager, and was de- 
clared very successful by the store management. 
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Art Fontaine 


Exposition Company 
10714 N. Main Street 
Los Angeles, Calif. 
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RINKLE 
REPE 
For Paper Craft 


Supreme Quality 
Made in Thirty-three Brilliant 
Shades and Colors 


RINKLE 
REPE 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 


Manufactured by 


The Tuttle Press Co. 
APPLETON, WISCONSIN 
1899 — 1925 
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SURVEY 


of the 


Display Service Field 


The DISPLAY WORLD Service Bureau 
has completed an extensive survey of the dis- 
play service field, which it has just published 
in booklet form. 





This survey contains a vast amount of 
valuable information never before available 
and reveals the existing situation in the dis- 
play service and installation business. 


A copy should be in the hands of every ad- 
vertiser using or interested in window dis- 


plays. 
Only a limited edition has been printed. 
Order Your Copy Now 


PRICE, FIFTY CENTS 
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Baranger Studios Erect New Home 


The beautiful studio building now under con- 
struction at the corner. of Mission Street and 
Orange Grove Avenue in South Pasadena by Ba- 
ranger Studios, Inc., Los Angeles, will be ready 
for occupancy May i. 

The new home of this successful company fol- 





lows the Gothic style of the Tudor period and is 
not only a proper setting for production of such 
unique window displays, but marks an epoch in the 
history of the achievements of this most interest- 
ing and unusual business. 

This is not only the first business building ever 
erected on famous Orange Grove Avenue—the 
home of millionaires—but is the only business of 
its kind that creates designs and manufactures ex- 
clusive window displays for jewelry and optical 
stores which operates on a service and lease plan only. 





DISPLAY CONTEST FEATURE OF FIFTH NATIONAL 
BASEBALL WEEK 

The fifth consecutive National Baseball Week to be 
staged in the sporting goods field opened this year on 
April 4 and continued until April 14—in reality, a ten- 
day period. Several hundred stores scattered throughout 
the country, participated in the event, the object of which 
was to set a uniform opening date for the national game. 

The most important feature of the week was the ar- 
rangement of special window displays of baseball supplies, 
each bearing sufficiently attractive slogans of individual 
conception to attract attention. Most of the displays were 
entered in a prize contest conducted by “The Sporting 
Goods Dealer,” a trade publication with headquarters at 
St. Louis, which founded the week and is conducting it 
this year. 

Windows entered in the contest will be received up 
until April 25 and should be addressed to the above-men- 
tioned publication at its home office. The prize money, 
consisting of $175 in cash, will be divided into three prizes 
of $100, first; $50, second, and $25, third. The entries will 
be judged by a board headed by J. G, Taylor Spink, gen- 
eral manager of “The Sporting Goods Dealer,” who has 
served in a similar capacity in all previous contests. 





NEW PRICE LIST ISSUED 
F, Schumacher & Company, New York City, have just 
issued a new and complete stock and price list of their 
mohairs, plushes, velvets, velours, tapestries, satins, taf- 
fetas, etc. The line includes a large variety of display 
fabrics. 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


SERVICE BUREAU 


The DISPLAY WORLD will be glad to supply the 
latest authentic information about anything in the dis- 
play line in which you are interested. If you do not 
find your needs listed on this blank, write a separate 
letter. If we do not have the information you want 
on file, we'll find out for you. Avail yourself of our 
incomparable service facilities without cost or obliga- 
tion, 


_] Air Brushes 

(] Animated Signs 

i_] Artificial Flowers 

C1 Artificial Snow 

[] Art Screens 

CL] Art Studies 

_] Backgrounds 

() Background Coverings 
(] Books on Cardwriting 
[] Books on Display 

[J Books on Draping 

CL] Booths and Floats 

_] Brushes and Pens 

(] Cabinets—Revolving 
[] Card & Mat Board 
(] Card Writers’ Materials 
[] Cash Carriers 


[] Chairs and Seats 

(] Color Lighting 

_] Counters and Shelving 

_] Crepe Papers 

(] Decalcomania 

_] Decorative Papers 

C] Display Furniture 

CL] Display Forms 

(_] Display Racks 

L] Dividers—Show 
Window 

_] Drawings and Paintings 

_] Drawing Boards 

(_] Exhibit Displays 

(] Fabrics and Trimmings 

(] Fixtures 

(] Flags and Banners 


_) Hammers—Window 

[} Lamp Coloring 

(] Lithographed Displays 

CL] Lighting and Equipment 

(_] Natural Foliage 

(] Pageants and Exhibits 

[] Papier Mache 

2 Specialties 

_] Plaques (Window) 

C] Plastic and Composi- 
tion Pieces 

(] Plushes and Velours 

_] Price Cards and Tickets 

(] Price Ticket Holders 

(] Reflectors 

_} Revolving Display 
Tables 

_] Screens (Background) 

_] Shoes—Window 

_] Show Cards 

(] Show Card Schools 

_] Show Card Service 

[] Show Card Supplies 


[] Show Cases 


| Show Case Lighting 

(] Signs and Card Holders 

[] Signs—Brass and 
Bronze 

_] Signs—Electric 

(] Signs—Wood Letter 

[] Stencil Outfits 

[] Steck Posters 

[} Store Designing 

L] Store Fronts 

[] Time Switches 

[] Valances 

[] Wall Board 

_] Wax Forms and Figures 

[] Wickerware Specialties 

|_] Window Display Service 

(] Window Drapes 

[] Window Lighting 

(] Window Shades 

([] Window Trimming 
Schools 

(] Wood Carvings 


_] Do You Plan to Remodel Your Store Soon? 
[] Do You Plan to Build a Store Soon? 
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Mail to 
THE DISPLAY WORLD 


Cincinnati, Ohio 
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Interested in 


its Growth. 






A National Slogan and Emblem 
That Puts Its Message Across 


An Effective Means for the 
Concentrated Tie-Up of all 
Manufacturers and Con- 
cerns Catering to the Dis- 
play Field and Directly 





“Electrotypes Available in Two Sizes at a Cost of Only $1.00 for the Set.” 


This slogan and emblem is the result of the 
realization of the publishers of The DISPLAY 
WORLD that the interests of the entire display 
field could best be exploited and promoted by a 
national slogan and emblem which would afford 
a ready tie-up for all interests identified with 
this field and desirous of aiding in its constant 
growth and development. 


The slogan has been copyrighted and elec- 
trotypes are being offered for your use at a 
cost of only $1.00 for the set of both sizes. 

The use of this slogan on your stationery, 
advertising literature and catalogs will prove 
a tremendous influence for giving publicity to 
the importance of window display advertising 


in the business world. 


ORDER A SET OF THESE ELECTROTYPES TODAY 
' THEN PUT THEM RIGHT TO WORK 


The DISPLAY WORLD Service Bureau - - 


Cincinnati, Ohio 
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Chicago Monthly Display Review 


Spring opening displays on State Street most elaborate—Fresh 
flowers and attractive furniture pieces principal decoratives 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


F one were called upon to express an opinion 
as to the particular and outstanding feature 
of the 1925 Spring displays as differing from 
previous displays, such expression would most 
likely mention the noticeable lack of the use of 
artificial flowers as the chief decorative element in the 
windews for this season. It has seemed heretofore that 
the spring opening windows naturally called for the more 
or less extensive use of such decoratives to aptly repre- 
sent this particular season. But there seems to have 
been a desire for a change among some of the more rep- 
resentative State Street stores, for this opening, anyway. 








Perhaps they will be back again next year in some new 
or different effect, as nothing else is quite as effective in 
producing the desired seasonal atmosphere so necessary 
to the display of women’s styles as are spring flowers. 


Carson, Pirie, Scott & Company were among the first 


of the State Street stores to unveil their opening windows. ° 


Aside from a thorough cleaning of the windows and a few 
special pieces of attractive furniture, pictures or other art 
objects from the store’s art department, no unusual efforts 
were made for decorative effect. The merchandise, the 
styles, the colors, the selection and the grouping of the 


Elaborate Spring Creation by Arthur Fraser for Marshall Field, Chicago, Which is Described in This Article. 





things displayed constituted the major idea back of the 
window displays for the eventful spring showing. 


Mr. Tannehill is adept at this sort of thing (selecting 
and combining styles and colors for the best effects) and 
hiss windows always reflect the most careful attention to 
such details. The writer rather suspects that he has fine 
co-operation from the various departments of the store, 
particularly the millinery department, as not infrequently 
a hat is shown with a dress or costume that must have 
been made to fit the particular costume it is shown with. 
After all, the goods that are displayed are the real elements 
of interest to the prospective customers, and if these are 
made to appear at their best at all times, the chances are 
that the windows will prove more resultful in a practical 
way than the windows where greater attention is given 
to the decorative treatment than is given to the proper’ 
presentation of the actual garments shown. 


Lace gowns, aftérnoon frocks, ensemble suits and cos- 
tumes, Parisian Chapeaux a la mode were among the 
things featured in the Carson, Pirie, Scott & Company 
opening displays. One of the outstanding windows of the 
series showed two figures wearing ensemble suits with fur 
trim and hats, purse, etc., to harmonize. Another win- 
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One of C. M. Herr’s Artistic Spring Opening Displays for The Fair, Chicago. 


dow showed three figures wearing afternoon frocks, and 
the large window near the Madison Street entrance fea- 
tured an attractive display of French millinery. 

The Fair was the next of the State Street stores to 
+ break the ice with their spring opening displays. The 
windows were very effective with a uniform decorative 
centerpiece in each of the State Street windows, consist- 
ing of a circular tier of live spring flowers and ferns, 
about 5% or possibly 6 feet in circumference at the base 
and graduating to a single jardiniere at the top. Tulips, 
hyacinths and other spring flowers in assorted colors were 
used in connection with fern. Two figures were shown 
in a window, one at each end, with well-selected pieces 
of rich furniture, such as chairs, lamps, tables, etc., grouped 
in such a way as to glorify the costume shown rather 
than to intrude itself in the window as an item apart. 


The large corner window at Adams and State was a 
noteworthy and attractive display of ensemble costumes 
in a new shade of light blue. This window, in common 
with the others, had the bank of natural flowers in the 
center of the window and against the background on both 
sides. Birch bark was used as the outer covering of the 
base of the floral bank. Hats and other items of apparel 
were shown in the same color as the costumes. 

Fields’, Mandel’s and Stevens’ opening displays were dis- 
closed at the same time during the week of March 23 to 28. 

Mandel’s windows are replete with an entirely new 
background setting worked out in architectural style and 
representative of the inner court or patio of an ancient 
Spanish castle. The decorative motif is taken from the 
Alhambra and ‘is carried out in early Morrocan style. 
Stucco walls of pinkish stone, aged in appearance, backed 
up with blue velvet, Spanish tile porch effect, columns and 
arches after the Alhambra. A scenic painting of a Morro- 
can village done in colors of blue (water), gray (sky) 
and pink (houses) just back of the large center arch 


which is supported by triple columns, adds an extra 
tone of atmosphere to the otherwise well-executed con- 
ception. 

A large vase in dark green and in design of the same 
period as the background is used in connection with the 
other part of the display. In this vase are some very 
beautiful wisteria sprays, which are the only flowers used, 
and which add both tone and relief, if either were needed, 
to the completed setting. Two and three figures are posed 
in each of the windows, one usually standing on the tile 
porch, which is slightly elevated above the floor level and 
near the background, while other figure or’ figures are 
posed out nearer the front of the glass. Interesting new 
styles in evening gowns, afternoon frocks, ensemble cos- 
tumes, sports apparel and spring millinery are shown in 
the various Mandel windows. 

Charles A. Stevens’ opening windows were in a sense 
similar to those of Carson’s in that no special effort was 
made through ornate decoratives other than the merchan- 
dise itself to attract attention to the occasion, the dif- 
ference being that this store used no furniture set pieces 
and did use several large vases of lilies combined with fern 
to emphasize the seasonal atmosphere desired. The large 
island window out in front was a veritable picture of style 
elegance, showing several full figures wearing beautiful 
evening gowns with evening capes draped in the right 
spaces on the floor of the window. 

The rear lobby windows were also trimmed with “dress- 
up” things in the richest materials and most beautiful 
colorings suggestive of the season, No dividers were used 
in the lobby windows upon this occasion and the change 
was as nice as it was noticeable. There was a 25-foot 
display of peach shade lingerie and boudoir accoutrements, 
with trimmings of self-colored lace, blue silk ribbons and 
pink flowers; also an attractive unit of beautiful footwear 
with a figure seated in the center of the display showing 
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in KLEE, 
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Fixtures 
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Klee Display Fixture Co., Inc. 


Manufacturers 


172 ATLANTIC AVE. ROCHESTER, N. Y. 
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Artificial Fruit Glass Stands Show Cards 

Baskets Glass Shelves Spot Lights 

Background Papers Glass Heel Rests Strip Lights 

Borders Grass Mats Stix-Wel Glue 

Beaver Board Metalline Draping Tinsel Flitter 

Bilt-Wel Board Cloth Thumb Tacks 4 

Birch Bark Strips Pedestals Valances , 

Card Holders Papier Mache Velours 

Cardboard Novelties Velour Papers ‘ 

Chenille Roping Price Tickets Vines ' 

Color Attachments Plushes Wood Carvings 

Flood Lights Reflectors Wood and Metal ? 
* Foot Lights Revolving Tables Fixtures , 
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“BETTER WINDOW DISPLAYS” |} 


Send for Spring Literature Booklet No. 41, Samples 


Doty & Scrimgeour Sales Co., Inc. | 


30 READE STREET NEW YORK 
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how important such items as shoes and hosiery are to an 
otherwise charming costume, not to mention a very shapely 
pair of ankles, and more—! 

Marshall Field & Company’s windows are strikingly at- 
tractive in effect and of intrinsic beauty and worth as 
might be expected. They are also different and that, too, 
might be expected, for Mr. Fraser is never content to 
rest upon past laurels or decorative motifs. He has the 
courage of an artist who is thoroughly versed in the use 
of the tools of art with which he works. He conceives 
an idea for a decoration, plans it out, and then works 
out the plan in pleasing detail. He knows what to do, 
how to do it, and when to stop! 


The present windows exemplify this analytical com- 
ment if it may be so termed. No artificial flowers are 
used anywhere in the State Street displays. But the 
season is suggested in the excellent use of color and 
the combination of colors. Yellow-green has been selected 
as a base for some of the windows, and other colors have 
been combined with this in such a way as to produce a 
striking and pleasing effect: 


The window at the corner of Randolph and State is a 
good example of this. The background wall is flat covered 
with a tan ribbed silk. Wood facing for the arch panels 
are of yellow-green painted surface, The floors have a 
stenciled tile design in shades of tan, green, lavender and 
gray. A large scenic painting back of the center arch is 
done in tones of blue, yellow and green. Odd-shaped 
clipped boxwood trees in blue-green and ornamented with 
celluloid ovals in various sizes and bright colors constitute 
one of the outstanding decorative features of the spring 
opening backgrounds. They are very simple, but tremen- 
dously effective as a base for colorful display. Five wax 
figures are posed in this window and they wear five par- 
ticularly attractive styles in ensemble sports costumes, 
some of which are of unusual black and white effects of 
hand-blocked patterns and in unconventional designs. Red, 
green and brown combinations are also shown in this 
window. Some of the windows along State Street are 
carried out in an entirely different motif, but relatively 
similar in general effect. 

The corner window at Washington and State streets is 
perhaps a bit more plain than it usually is,’ and especially 
so when viewed in the photograph accompanying this ar- 
ticle, which does not show the color effect or the general 
atmosphere produced by it, and which, in this case, was 
rather considerable. The five figures shown in the display 
were dressed in dinner gowns, each one different in style 
or color, or both. The four clipped boxwood trees (ruscus) 
were done in a dark blue and augmented with different 
sized celluloid ornaments in shades of pink, blue and yel- 
low, gave the proper floral effect for a spring style setting. 
The four odd-shaped and ornamental columns were equally 
odd in color treatment. The center shaft was painted in 
a flat shade of gray with lavender tint, The side wings 
were finished in different shades—one side with a green 
ground and the other in a blue, with floral designs painted 
alike on both sides and in pastel shades. The little style 
figures ornamenting the tops of the columns highlighted 
the entire display. They were exquisitely well done and 
finished in bright colors of yellow, green and tan, and in 
lavender and yellow strong, with light touches of green. 
The facing of the archway in the rear'center was done 
in a flat shade of gray-lavender and the curtains in the 
recessing were of green gauze silk over purple. A bright 
green strip rimmed each of the three arches and this same 
color was used for the box receptacles of the clipped trees. 
The Field’s Store for Men emphasized the opening of 
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the spring season by the addition of a huge flat box of 
live flowers and ferns, which was placed on the floor in 
each window. The usual type of men’s wear trims which 
have long been characteristic of the store’s merchandise 
display policy were adhered to. 

Maurice L. Rothschild’s windows for this spring have 
been especially attractive with trims of new spring cloth- 
ing hats and furnishings enhanced by cleverly arranged 
bouquets of artificial tulips, pussy willows and ferns set 
up in flower pots with real dirt in them. Other bright bits 
of spring flowers were sprinkled about in some of the 
windows, adding the emphatic tone of spring to the haber- 
dashery displays. Some new window plateaus that sit flat 
on the floor and finished in the gray-tan oak, as are the 
panel backgrounds, are helping H. C. Davis to get some 
new effects in the arrangement of his always high-grade 
displays, 

The Hub also have had some very interesting spring 
displays, featuring light gray, lavender-gray and azure blue 
suits with hats, neckwear and other haberdashery items to 
harmonize. The usual unit grouping of well-selected and 
related items for each unit display has been applied to 
the showing of the new spring merchandise. Some par- 
ticularly good displays of hats and of boys’ and youths’ 
clothing have been seen here during the early spring 
shows. Spring windows cards have been shown in a very 
handsome green embossed composition frame. 





BUFFALO CLUB HAS INTERESTING MEETING 

On Wednesday, March 25, the Buffalo Display Men’s 
Club met at the office and studios of the Windo-Craft 
Display Service, 35 North Division Street, the new service 
rooms established recently by E. Preston Browder, for- 
merly display manager of the H. Kobacker Stores in 
Buffalo, and a prominent member of the club. Mr. Brow- 
der was director of publicity for the successful convention 
of the International Association of Display Men, held in 
Buffalo last year, and is widely and popularly known 
throughout the display profession. 

Displaymen irom Toronto, Canada, were guests of the 
Buffalo Club at the meeting and demonstrations were con- 
ducted in the spacious dummy window, which is a part 
of Mr.*Browder’s establishment. Shoe displays were fea- 
tured and some attractive trims resulted. 

Buffalo displaymen are planning to get up an automo- 
bile party, to be joined by Rochester, Toronto and Syra- 
cuse displaymen, motoring to St, Louis to attend the con- 
vention of the I. A..D. M. in June. Mr. Browder has 
charge of the arrangements for this event. 





NOVEL IDEA FOR SPRING WINDOW DISPLAYS 

The crossword puzzle fad furnished a very novel idea 
for spring window displays for members of the Hannibal, 
Mo., Retail Merchants’ Association. In each window a 
word was displayed, making it necessary to visit all win- 
dows tg solve the puzzle. The blank forms were dis- 
tributed at several points and prizes awarded for the cor- 
rect solutions. 





JUNIOR LEAGUE GIRLS ACT AS MODELS 

Twelve members of the Atlanta Junior League and 
leaders in the social life of that city acted as models for 
the fashion revue recently staged by M, Rich & Bros. Com- 
pany, of Atlanta, Ga. The presentaton was shown at 
frequent intervals throughout the day and once in the 
evening. Window displays in which the lighting effects 
blended with the colorful garments added stimulus to the 
event. 

























Ape that Spring is here and 

Summer is approaching, 
some of you may want to use 
other fabrics besides 


SILK PLUSHES 


and 


SILK VELOURS 


of which, however, we carry just 
as complete a stock in Summer 
as we do in Winter. 


How about beginning to use some 
of our Summer fabrics in your 
trims, such as 


40” Windosatin (all colors) 





36” Metalene (7 colors) 





36” Gold Rainbow Cloth 





36” Silver Rainbow Cloth 





36” Metal Cloth (7 colors) 
36” Gold Embossed Cloth 








40” Multi-color Satin 





Samples Upon Request. 


WINDOTRIM FABRICS, Inc. 


17 MADISON AVENUE 
NEW YORK 


“Specializing in Fabrics for the Display Man” 
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Cash In, Displaymen 


on the 


VOGUE OF COLOR! 








Your use of COLOR this Season is a test of 
your skill. Never before have you had the oppor- 
tunity to create as STRIKING, DISTINCTIVE 
and SALES-COMPELLING DISPLAYS. 


” Don’t try to remember! 


Don’t waste time and energy in 
experimentation! 


Get your inspiration and your answers from 
the TAYLOR COLOR HARMONY KEY- 
BOARD, used by hundreds of leading display- 
men throughout the country with enthusiastic 
results. 


Here is what Fred Gross, first prize winner 
in the recent Display World Trimming Contest, 
says about the Taylor Color Harmony Keyboard: 


“In nvy opinion, a Display Department 
could not call itself modern and efficient 
without the aid of your “Short Cut” sys- 
tem to correct color combination. This all- 
important detail is too often overlooked by 
the “busy” Display Manager in his search 
for new effects.” 


The DISPLAY WORLD is making a SPE- 
CIAL OFFER of the Taylor Color Harmony 
Keyboard with full equipment for a limited 


period for 


instead of the usual price of $15. 


Get Yours NOW 


THE DISPLAY PUBLISHING CO. 
CINCINNATI, OHIO 
























Both Sides of Display Question 


Dealer not alone to blame for waste in 
national advertising material 


By JOHN H. MOORE 
Pro-phy-lac-tic Brush Company, 
Florence, Mass. 


HERE are always two sides to a question—- 
your side and the right side! The national 
advertiser is very prone to make the state- 
ment that there is a great deal of money 

wasted in display material, and arbitrarily lays the 
fault to the dealer. 

There is wastage in window display material, just 
as there is a certain percentage of waste in all adver- 
tising, but it is doubtful if there is any more, or as 
much, as in other forms of advertising, provided that 
the right kind of material has been sent out in the right 
way. 

The average druggist receives several window dis- 
plays a week—more, in fact, than he can use. Sup- 
pose for a minute you put yourself in-his place. Try 
to get his mental attitude toward this vast amount of 
material, that comes into him, for the most part, un- 
solicited. Being the proprietor of a store, you would 
naturally want to make your store look attractive. You 
would want to have bright, colorful windows—win- 
dows that would attract the attention of passersby— 
windows that would sell goods. 

Such material is costly, the plates or stones alone 
from which the average lithographs are run off being 
worth several hundred dollars. The dealer realizes that, 
so it is perfectly natural that, were you in the dealer’s 
place, you would do just as he does—glance at most of 
the material that comes in and choose from it such 
material as seems most attractive in color, originality 
and ease of assembly. 

And here comes the waste, because such displays as 
were not attractive, were not original or seemed too 
complicated to assemble, you would throw out, and the 
fault would not be yours, but that of the manufacturer 
who sent out the display. And that is just about the 
way it works out with Mr. Average Dealer. If you 
doubt it, ask one of your friends who is a grocer or a 
druggist if you can look over the pile of window dis- 
plays that he has received recently. You will find, in the 
majority of cases, that the seals have all been broken, 
showing that he has examined them, although if is evi- 
dent that many of them have not been used. Incident- 
ally, the thought is bound to strike you—“Is it possible 
that the manufacturers who sent*out some of this ma- 
terial actually thought it would be used?” 

Did you ever go to a big time vaudeville show and 
watch an act that was so mediocre that you said, “How 
do they get away with it?” This is the same idea. 
And so, if you want your window display material to 
be used, ask yourself these honest questions: Would I 
use it myself if I had a store? Is it really attractive? 
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Has it real sales value? Is it too hard to assemble? 
For that is the way a dealer will analyze it, even though 
he does it unconsciously, and upon his answer to these 
questions rests the success or failure of your display. 

Of course, as in everything else, you can never meet 
with 100 per cent success. Nevertheless, there are 
manufacturers today who, by actual check-up, get from 
85 to 95 per cent of their material used, even though 
they do not go to the expense of maintaining their own 
installation crews—used not once, but many times. 
\nd the dealers to whom this material was sent were 
the same dealers to whom other material was sent of 
which only 15 per cent was actually used. Which 
would seem to lead to the conclusion that it was up to 
the manufacturer. 

Get the right kind of a display. Be sure the dealer 
wants it before you send it to him and you can be rea- 
sonably sure of success. 





HICKOX WINS FPROMOTION 

Norman B. Hickox for several years past assistant 
general sales manager has been made vice-president in 
charge of sales of Curtis Lighting, Inc., 1119 West Jackson 
Boulevard, Chicago, Ill. Mr. Hickox fis well known 
throughout the electrical industry, having been identified 
with central station promotion work for many years prior 
to his association with Curtis Lighting, Inc. 
BUFFUM’S ALLOT ONE WINDOW TO DISPLAY OF 

NEW MERCHANDISE IN STORE 

Window display advertising is of prime importance in 
the selling of styles, according to Harry Buffum pub- 
licity director for Buffum’s, Long Beach, Calif. In direct 
line with this they have adopted the policy of dedicating 
one window to that which is newest on the market—a 
first flash idea. 

A card is placed in-the window giving authoritative news 
and information on new materials, styles and colors. To 
make the window story authentic a check is made around 
the store every day to get important things as soon as 
they arrive. 





INSTALLATION CONTRACTS RECENTLY CLOSED 

The increased demand for window displays by national 
advertisers is fully reflected in the business just closed 
by the Window Display Installation Bureau, Cincinnati, 
for gwindow display installations throughout the country: 
A. H. Lewis Medicine Company, St. Louis, Mo., for Na- 
ture’s Remedy; Standard Oil Company, New York City, 
for Flit; Frederick Stearns Company, Detroit, Mich., for 
Day Dream Cream and Zymole Trokeys; Nyal Company, 
Detroit, Mich., for Nylotis; Cooper & Cooper, New York 
City, for Partola; Strietmann Biscuit Company, Cincin- 
nati, Ohio, for Strietmann Biscuits; W. O. Woodward 
Company, New York City. 





NATIONAL CONTEST INSPIRES UNIQUE DISPLAY 

A unique display was recently installed by Richard B. 
Payne, junior member of the firm of J. B. Payne & Son, 
Franklin, Ind., as a part of the national campaign for 
“Stag Trousers,” of which a display contest was the prin- 
cipal feature, The head of a stag was used ‘as the center- 
back piece and the general arrangement of the articles 
displayed made it very attractive, indeed. 
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‘Makes 

Buyers 

Out of 
Passers-by’ 


? 





Italian 
Renaissance 





Flat Top 
Display Stand 


HUGH LYONS 
& Company 


‘LANSING, MICHIGAN 


New York 

35 W. 32nd St. 
Chicago 

217 W. Jackson Blvd. 
Baltimore 

1 N. Eutaw St. 
Boston 

52 Chauncy St. 








Background Screens 








Italian Renaissance in 
Tuscany design, is espe- 
cially appealing, since it 
secures a new and attrac- 
tive setting for your mer- 
chandise. The design is 
complete in every piece, 
and fully described in our 


Italian Renaissance 
Tuscany Design Booklet. 


A copy will be mailed gladly, 
if you request. 
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Windows Enriched With 


Plushes and Velours in Exquisite 
Shades and Tones Attract Atten- 
tion and Create New Business. 








We specialize on your needs. 
Let us quote, or order an initial 


She Repeoskooma supply. 


Samples and Prices Supplied on Request 


of ecm 


National Plush Company 


7 West 3rd Street New York City 


“A National Institution Known for Service” 
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-VALANCES 


OUR SPECIALTY 


Give us a description and lay- 
out of your store front and 
the type of trade you cater to 
and we will design the proper 
valance for you; no charge for 
this service; also a complete 
-stock of silk plush. Write for 
price. 


KARL L. B. ROTH 


Manufacturer and Designer 


FINDLAY, OHIO 





























Rubber Covered and Wire 
Easels or Stands 


Fruit Set Racks, Brass Plate 
Hangers, Punch Bowl! Hooks, etc., 
for DISPLAYING Plates, Bowls, 
Pocket Books, Boxes, Pictures, 
ete. Manufactured by For Plates For Bowls 


M. FINKELSTEIN, 570-572 Grand St., New York City 


TELEPHONE: ORCHARD 9347 


LETTERING 


aha seca es 
= 223 Lexington Ave. NY. 


iy ae ae 
Hoa MECTRIC TURN TABLES 


Diset Ay wo SELL MORE GOODS! 
Electric cost 3 cents per day—Capacity over 100 lbs. 
Fully Guaranteed—Write today. 


e Overene ELECTRIC WINDOW SALESMAN CO. “Cornhill a 


























AT DUSK 


turn on the lights in your show window. 
After the theatre crowds, turn them off. 
The A & W Electric Time Switch will 
accurately and regularly perform this 
duty for you. 


The A & W Electric Sign Co. 


2126 E. 19th St. Cleveland, O. 


















Better Window Display Urged 
Price should be forgotten when displays are 
being installed 
By CHARLES H. ROBERTS 
Display Manager, Cahn’s Quality Shop, Baltimore, Md. 


OOD window displays are the original and 
greatest of all “silent salesmen,” for they 
continue their work at night, on Sundays 
and holidays without extra attention or 

expense for overtime. The casual observer or passerby 
receives his first impression of your store through the 
show windows. What will his reaction be? 

Your displays will either create desire for your mer- 
chandise of they will kill the desire; they will enhance 
the appearance of the goods on display or they will mar 
it; they will stimulate business or depress it, for the 
quality and character of the institution and the men at 
its head are depicted through the display windows. 

One of the most vita] questions pertaining to win- 
dow displays is the co-operation with the store adver- 
tising. It is impossible to get one hundred per cent 
results unless this is done, for to display $35.00 suits 
in the window when an advertisement in the daily 
papers features $65.00 suits would be a waste of time 
and money for both departments. A desire to buy 
would be created with one and killed with the other. 

Often when a displayman trims a window of $35.00 
suits he makes the mistake of keeping the price too 
deep in his mind. Consequently, when the display is 
completed it looks like thirty-five dollars and no more. 
When he trims with $65.00 suits he takes more pains 
and care with each garment. Every suit is given special 
treatment, the forms look as if they were ready to step 
out of the window, and it is but natural that the display 
will bring results. 


The $35.00 garment is entitled to just as much care 


as the higher-priced one, so the price should be for- 
gotten, and it will be found that the cheaper garment 
will stand out just as well as the higher-priced one. 

In these days, when the world is fast returning to 
normalcy, the public demands popular-priced merchan- 
dise, and it is up to every merchant to give them just 
what they demand. 

A good looking $35.00 suit will bring more people 
to a clothing store than any other article that. can be 
displayed. When the window brings a man or woman 
into the store it has accomplished its mission, and it is 
then up to the salesman to handle successfully. The 
unit idea has been found one of the most successful 
for a clothing establishment, and those who work along 
this line will surely profit from its use. 

The merchant who is under the impression that his 
dsplayman has an easy job should investigate, for he 
is certainly being deceived. The displaymen who are 
ahead these days are those who are up and doing every 
minute of their time. Our windows have the distinc- 
tion of being the best of the men’s wear displays in the 
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state, but it is certainly no easy task to keep them up 
to such high standards. 

Success is there for the men who fight for it. It 
does not come easy, but the display ‘industry is still in 
its infancy, and the small man today will be the big man 
tomorrow. Success is for those who want it. Compe- 
tition is the life of trade; meet it, fight it, down it, for 
‘here is great success for the victor. 





Hills Joins Palmenberg Forces 


Veteran display equipment salesman will specialize 
in wax figures 


T is with unanimous approval that J. R. Palmenberg’s 

fons, Inc., have announced the appointment of Austin 
|. Hills as representative in southern California. Mr. Hills, 
who is one of the most popular and widely known sales- 
men of display equipment, has been prominently engaged 
in this line for over twenty years. 

An active member of the I. A. D. M. since 1904, when 
he joined the association at the World’s Fair Convention 





AustTIn J. HILis 


in St. Louis, he has missed but one convention attendance. 
Entering the display equipment field in 1902 he gained 
considerable experience and recognition with several of 
the representative houses. During the war he acted as 
chief inspector of the 155 MM. Shell Division of the Amer- 
ican Car & Foundry Company at Detroit. 

Joining J. R. Palmenberg’s Sons, Inc., in 1918, he has 
covered the territory of Ohio, Indiana and Michigan in a 
manner that has proved of mutual advantage to all con- 
cerned. Although he has always handled a complete line 
of display equipment, Mr. Hills has shown a marked apti- 
tude in the selling of wax figures and forms; In fact, he 
has made a specialty and a hobby of this branch of equip- 
ment in a very successful manner. 

The territory that Mr. Hills will cover is noted for the 
progressive spirit and character of its merchandising 
establishments. Although he will be a member of tic 
Palmenberg Pacific Coast staff, 11 First Street, San Fran- 
cisco, Cal., Mr. Hills will make his headquarters at 1317 
Tamarind Avenue, Hollywood, Los Angeles. 
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A PRESSING NECESSITY! 


SERVICE 


for installation of 


Window Displays 


for 


National Advertisers 


LOCAL ASSOCIATES 

ONE CONTRACT covers service in a large 
list of ‘cities 

SIGNED receipts 

WEEKLY reports 

ADVERTISERS relieved of detail work 

DISPLAYS all go in 

No WASTE! 








FULL INFORMATION ON REQUEST 





Window Display Installation Bureau 


42 Pickering Bldg., Main and 5th Streets 
Cincinnati, Ohio 


GEORGE ALTMAN, CLYDE P. STEEN, 
President Secretary 
Columbus, Ohio Cincinnati, Ohio 























Latest and Best! 


REFLEX 


Indestructible 
REFLECTOR 


WILL LIGHT YOUR WINDOWS PERFECTLY, 


and at a saving in current consumption 


LOOK INTO THE WINDOWS of the better shops 
on Fifth Avenue in New York, and on the main 
streets in cities from coast to coast, you'll find 
REFLEX doing the lighting job. 


Made for 100 or 150-watt lamps—one REFLEX with 
150-watt lamp will give more light than 300 watts in 
ordinary reflectors 


Good looking, small and neat, an asset to your win- 
dow. 


SOLD by electrical dealers and display fixture houses 
everywhere. 


Literature, prices and sample on request. 


SUN-RAY LIGHTING PRODUCTS, INC. 
119 Lafayette St. (Dept. W) New York, N. Y. 
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Pacific Coast Display Activities 


Fashion presentations and spring openings principal feature of month 
—Displayman’s greatest job is to sell self and department 


By AUSTIN J: HILLS 
Special Correspondent, The Display World 


EARS ago when this correspondent car- 
ried a sixty pound grip of samples from 
hither and yon calling on the, now sel- 
dom mentioned by this name, window 

trimmers, the most common complaint he heard 
from the boys was “I have nothing to work with.” 
And even now this seems to be the most common 
complaint of the fellows of the pin cushion and 
tack hammer. 

Many a time I have heard an honest and really 
efficient displayman voice his discouragement along 
these lines, and, as a matter of fact, he is often 
more than half right. I know a lot of men who 
could probably trim Marshall Field’s windows 
about as well as Arthur Fraser if they had the same 
“things to work with.” But I remember before 
Mr. Fraser was at Marshall Field’s that even their 
windows were not so snappy. He has sold his boss 
on window display and has proven himself compe- 
tent to disburse the necessary funds. 

Right here is the point. A displayman’s job is 
one of real salesmanship—not only to sell the shirts 
and shoes that his boss gives him to put in the win- 
dows in an attractive manner, thereby attracting 
the passerby (this, of course, is paramount), but in 
addition to all this salesmanship Mr. Displayman 
must sell himself and his department to his boss. 

When your department needs a couple of dozen 
tee stands or mayhap a wax figure and you induce 
the big boss to order it, you must be salesman 
enough to show him that this expenditure will be 
a source of real profit to the store in increased 
sales of his merchandise. Furthermore, you must 
show that you are competent and willing to care 
for this valuable equipment in such a manner as 
will cause it to give good service, thereby causing 
said boss to feel that his money is being put to 
profitable use and at the same time touching his 
pride in the appearance of the store. Next to profit, 


pride in the appearance of his store is prominent. 


in nearly every merchant’s thoughts and usually 
these two go hand in hand. 

Bloomberg & Schoenbrum Company, San Diego, 
have recently installed a beautiful arcade front in 
their up-to-date ladies’ ready-to-wear store. 

Harvey Pettit, display manager for The Robin- 
son Company, Los Angeles, left immediately after 
the completion of his spring opening for a month’s 
trip east. Mr. Pettit believes thoroughly in the 





idea of wide travel for the purpose of gathering 
ideas as well as materials. | 

Carl Ahlroth, display manager of The May 
Company, Los Angeles, has recently completed 
what is, in this correspondent’s opinion, his master- 
piece in his arrangement of displays for The May 
Company, celebrating the formal opening of their 
enlarged store combined with their spring open- 
ing. The May Company store here is advertised 
as the largest of the May group and is certainly 
beautifully equipped and arranged. 

The Pacific coast is to have its own chain of de- 
partment stores. The first, Olds, Wortman & King. 
in Portland, and the second, Kahn Bros., in Oak- 
land, have already been purchased as a beginning, 
at a cost of between four and five million dollars, 
and others are to be added until there is a string 
from Seattle to Los Angeles. The annual volume 
of the two stores purchased is said to approximate 
ten million dollars. 

B. F. Schlessinger, who is well known in mer- 
cantile circles, and who for the past year has been 
vice-president of the May Department Stores Com- 
pany and |general manager of the Los Angeles 
store, is the guiding spirit of the new organization. 
Under his direction this store has shown an in- 
crease of from one million to eighteen million. 

Mr. Russell Corbin, display manager for Radin 
& Kamp Company, of Fresno, Cal., is enthusiasti- 
cally preparing for the opening of the new R. & K. 
store which is now nearing completion. This store 
promises to be one of California’s finest department 
stores and one that will surely be a source of pride 
to Fresno, the gem city of central California. There 
will be approximately 200 lineal feet of window 
glass in the main windows. Mr. Corbin is one of 
Charlie Wendel’s graduates: from the J. L. Hudson 
Company, Detroit. Charlie has turned out many 
a real window trimmer from his fixture room. 

Mr. Malcolm Tennant, display manager for 
Meier & Frank Company, Portland, Ore., has re- 
cently returned from a trip east, stopping off at 
Chicago, Pittsburgh and New York. Mr. Tennant can 
be depended upon to be on the spot any time any- 
thing occurs that might prove of benefit to him 
in the improvement’ of Meier & Frank’s display 
windows, and by the way he has to look close to 
see better than his own. 

Eagelson & Company, prominent Los Angeles 
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clothing merchants, are preparing to move into 
their newly appointed and enlarged quarters at 
(hird and Spring Streets,Los Angeles. 

The writer of this column requests the Pacific 
coast displaymen to co-operate with him in mak- 
ing this Pacific coast display section of general 
interest to displaymen of this vicinity and will ap- 
preciate it if they will communicate to him care 
of The DISPLAY WORLD items of interest that 
may be otherwise overlooked in our land of won- 
derful distances. 





Contest Reveals Interesting Facts 
(Continued from page 18) 

Rapids, Mich.; Plunkett Hardware & Plumbing 
Company, Red Lodge, Mont.; Reynolds, Thomp- 
son & Robinson, Norwch, N. Y.; Sanner Hardware 
Company, Inc., Shamokin, Pa.; J .B. Scanlon Com- 
pany, Atlantic City, N. J.; L. Schmidt & Sons, 
Grand Junction, Colo.; Stratton Hardware Com- 
pany, Lebanon, Tenn.; A. Swanson’s Sons, Red 
\Ving, Minn.; Ward & Ward, Lakewood, N. J.; 
G. E. Waters Hardware Company, Junction City, 
Kansas; Watterson Bros., Inc., Bishop, Calif. 

The judges were particularly impressed by the 
uniformly fine quality of all the displays submitted. 
Hardware and sporting goods dealers have learned 
the secret of good displays through their partici- 
pation in these contests which will prove of great 
advantage to manufacturers of merchandise handled 
by them as well as to their own benefit. 





STATEMENT OF THE OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC., 


required by Act of Congress of August 24, 1912, of The Display World, 
published monthly at Cincinnati, Ohio, for April 1, 1925. 
State of Ohio, County of Hamilton, ss. 

Before me, a notary public in and for the State asd County 
aforesaid, personally appeared Nathan Silverblatt, who, having duly 
been sworn according to law, deposes and says that he is the Secre- 
tary of The Display World and that the following is, to the best of 
his knowledge and belief, a true statement of the ownership, man- 
agement, etc., of the aforesaid publication for the date shown in the 
above caption, required by the Act of August 24, 1912, embodied in 
section 443, Postal Laws and Regulations, printed on the reverse side 
of this form, to-wit: 

_1. That the names and addresses of the publisher, editor, man- 
aging editor, and business managers are: ublisher, The Display 
Publishing Company, 1209 Sycamore St., Cincinnati, Ohio; editor, Law- 
rence OQ. Gordon, 1209 Sycamore St., Cincinnati, Ohio; managing 
editor, Lawrence O. Gordon, 1209 Sycamore St., Cincinnati, Ohio; busi- 
ness manager, Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio. 

2. That the owners are: H. C. Menefee, 1209 Sycamore St., Cincin- 
nati, Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; 
C. E. Menefee, 1010 E. McMillan St., Cincinnati, Ohio; Maude Menefee, 
2018 Clarion Ave., Cincinnati, Ohio; Louis Silverblatt, Fifth and Race 
es Cincinnati, Ohio; Stella Silverblatt, 3480 Harvey Ave., Cincinnati. 

110, 

3. That the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent. or more of total amount of 
bonds, mortgages or other securities are: (If there are none, so state). 
There are no bondholders, moftgagees or security holders. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear-upon the 
ooks of the cempany, but also, in cases where the stockholder or 
security holder appears upon the books of the company as trustee or 
in any other fiduciary relation, the name of the person or corporation 
or whom such trustee is acting, is given; also that the said two 
Paragraphs contain statements embracing affiant’s full knowledge and 
belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association, or corporation has any 
interest direct or indirect in the said stock, bonds, or other securities 


than as so stated by him. 
~ NATHAN SILVERBLATT 


(SEAL) 

Sworn to and subscribed before me this 30th day of 
March, 1925. ELIZABETH WILSON. 

(My commission expires Nov. 30, 1925.) 
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J. B. TIMBERLAKE & SONS 
JACKSON - - - MICHIGAN 


Manufacturers of high-grade store display fixtures with 
brass-covered, weighted bases, at moderate prices. Our 
catalog, No. 35-B, shows our complete line. 
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No. 800—Adjustable Card Stand 
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No. 805—Adjustable Tee Stand 








No. 547—Showall Easel a . a Con a 
Gun Metal or Retinned Finish No. 524—Rubber Covered Easel 




















FURNITURE AND NOVELTIES FOR 
WINDOW DISPLAY 


DAVID VAN BLERKOM CO., Inc. 


Department “D” 
113-115-117 West 17th Street, New York City 





Established 26 Years. 
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Service 


to the display profes- 

sion and industry has 
been so faithfully given by 
The DISPLAY WORLD 
that it has won a nationwide 
family of loyal readers. 
Everywhere you will find 
The DISPLAY WORLD 
held in highest esteem by 
the leading displaymen and 
executives. Its pages reflect 
the thoroughness and au- 
thoritativeness of its hand- 
ling and discussion of dis- 
play problems and practice. 


To read it regularly each 
month you insure for your- 
self a close contact with all 
that is new and worthwhile 
in the field of window dis- 
play, mercantile decoration 
and show card writing. 


Through its advertising col- 
umns ydu get a complete 
buying guide for all display 
equipment needs. By sub- 
scription only $2.00 a year 
—less than 17c per copy. 


Sample copy 25c 
Subscribe 


ORDER BLANK 


The Display Publishing Co., 
Cincinnati, Ohio. 
Gentlemen: Enclosed find $2.00, for which enter my name on 
your subscription list for a full year’s subscription—12 issues— 
beginning with the next issue. Address magazine as follows: 


Note—Remittance by check requires 10c additional for ex- 
Canadian and foreign subscription 50c additional. 











THE DISPLAY WORLD 


Displ ay 


Woriad 


FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 
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DISPLAY WORLD 
SERVICE BUREAU 


An authoritative, completely equipped and _ functioning 
division of The DISPLAY WORLD organization for the 
solution of the window and store display problems of its 
readers and advertisers. | 


LAWRENCE 0. GORDON, Director 

















SMITH, STURGIS & MOORE, INC. 
NEW YORK CITY 
Director, Display World Service Bureau: 

One of our clients is contemplating the opening of a 
national chain of grocery stores and is, therefore, desir- 
ous of getting in touch with concerns manufacturing or 
handling equipment suitable for completely outfitting the 
interior, exterior and windows of such stores. 

We will appreciate receiving any information along 
this line that you can give us. 

SMITH, STURGIS & MOORE, INC., 
HARRY L. COHEN, Treasurer. 

We have just received your letter requesting informa- 
tion for securing the names of such construction firms as 
could outfit a chain of grocery stores for one of your 
clients. 

We would particularly refer you to the Quincy Show 
Case Works, of Quincy, Ill., who are complete manufac- 
turers of commercial furniture and fixtures of all kinds. 
We wish also to recommend to you the Grand Rapids 
Show Case Company, of Grand Rapids, Mich., and 
Welch-Wilmarth Company, of Grand Rapids, Mich., who, 
we believe, will be interested in the work you have in 
mind. 

As you will undoubtedly also be interested in the pur- 
chase of window display fixtures of all kinds, we are 
giving you on the attached list the representative firms 
in this field. 


BROWN, KING & SONS 
PHILADELPHIA, PA. 
Director, Display World Service Bureau: 

One of the greatest troubles we have had with our 
display windows was in keeping the glass shining and the 
prevention of dust unnecessarily accumulating on it. We 
are wondering if you can furnish us with a formula or 
process for remedying this. 

BROWN, KING & SONS, 
WILSON MORGAN, Display Manager. — 
The inside of the glass should be washed with tepid 


water applied with a chamois, using no soap or powder 
of any kind. The outside requires different treatment 
and should be cleansed with a mixture of one ounce of 
pulverized whiting, one ounce grain alcohol ,one ounce 
liquid ammonia and one pint of water. 

Apply with a soft cloth, after having removed the 
surface dirt, when this preparation is allowed to dry and 
is then rubbed off with a polishing motion, the surface 
of the glass will be extremely brilliant and will remain 
so for a longer time than when washed in the ordinary 
way. 

If the glass has become badly scratched, a filler should 
be applied. This consists on an ounce of white wx 
dissolved in an ounce of turpentine. This fills the cracks 
or scratches and prevents the dust from lodging in them. 





CONVENTION AND PUBLICITY DEPARTMENT 
CHAMBER OF COMMERCE 
NIAGARA FALLS, N. Y. 
Director, Display World Service Bureau: 

We are planning to hold a big celebration at the Falls 
commemorating the turning on of a battery of huge 
searchlights which will illuminate the Falls at night. There 
are several features, such as parades with floats, pageants, 
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etc. and we would like to get in touch with manufac- 
turers of such equipment as we will likely need. This 
celebration will take place the first week in June. 

CONVENTION and PUBLICITY DEPARTMENT, 

; SAM FOWLKES, Manager. 
fhe celebration being planned by you certainly sounds 
interesting, and we are sure that it will be perfect in every 
detail. We have written all manufacturers of articles in 
which you will be interested and are sure that you will 
hear from them in a few days. A list of these is attached 
for your information. 
L. D. YOUNG 
The Progressive Jeweler 
Elk City, Okla. 
Director, Display World Service Bureau: 

We are greatly interested in improving the class of 
our window and store displays and would appreciate re- 
ceiving any information you can give concerning the 
items marked on the enclosed list. If possible, we would 


like to receive catalogs from each of these firms. 
L. D. YOUNG, President. 


It was with a great deal of satisfaction that we read - 


your letter of March 24th, for it was further. proof of the 
great interest now being shown in better displays by all 
classes of merchants. While the art of display is as old 
as the ages, it is only within recent years that it has re- 
ceived the proper attention and recognition of its great 
value as a sales creator. We are enclosing a list of con- 
cerns who manufacture articles in which you will be in- 
terested and have written them to mail you their latest 
catalog. 





DUNKIN, SWARTZ & COMPANY, INC. 
CHICAGO, ILL. 
Director, Display World Service Bureau: 

During the last few years we have heard a great deal 
about the proportion of rent that should be chargeable 
to the display windows and are anxious to secure reliable 
information on this subject. If you have anything along 
this line in your office we will greatly appreciate hearing 
from you. 

PHILIP DUNKIN, President. 

There is no real basis on which this can be determined 


as the class and size of the store enters into the matter 
very forcibly. However, figures have been compiled which 
are considered authentic, based on a store 20x 100 feet. In 
this the first three feet (the windows) are worth 22 per 
cent of the rent, the next 8 per cent of space, 13 per 
tent of rent; next 10 per cent of space, 13 per cent of 
rent; next 30 per cent of space, 23 per cent of rent; next 
4) per cent of space, 22 per cent of rent, and last 10 per 
cent of space, 8 per cent of rent. 





WINDOW CONCERT SELLS DRESSES 
One of the most successful merchandising stunts that 
has been tried by the Bon Marche Company, Seattle, was 
the “broadcasting’ of a concert from one of its windows. 
The performers were dressed in a certain line of trade- 
marked dresses which the store handles, and the stunt 
resulted in the sale of a record number of them. 
Several loud speakers were installed in front of the 
windows and a large crowd was attracted at each of the 
performances. 





DOLL REVUE WITH JUVENILE STAGE STARS HELD 

\ galaxy of juvenile stage stars whose antics have 
been seen by millions on the screen during the last year 
or two, took part in a doll’s fashion revue at Bamberger’s, 
Newark, N. J. The children were attired in costumes, 
Counterparts of which adorned clever doll creations which 
were likewise exhibited. 

{n addition to this revue, every little girl between 
the ages of 6 to 12 years was éligible to enter a dress- 
making contest for which three prizes were offered. 
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Good Display Men Know 


the necessity of the Air Brush with the 
eam cood reputation. 







Send for the catalog and Circular C 
Today. 


The Wold Air Brush Mfg. Co. 
2173 N. California Avenue 





Chicago, Illinois. 








Designers and 
manufacturers 
of valances— 
draperies of 
the better kind. 
Samples __ sent 
on request. 





Cleveland Decorative Works, Inc. 
1260 W. 9TH ST. CLEVELAND, O. 
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JOHN MASON 


1608 Pine St., Philadelphia 


“I Picture Your Message.” 




















COMMERCIAL ARTIST 






In all mediums, on all ma- 
terials, drawings that are the 
best kind of graphic argu- 
ment, at a glance. 































For You.” Consultation. 
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W. B. YOUNG & CO. 
SHOW-CARD WRITERS’ SUPPLIES 
160 NORTH WELLS ST. CHICAGO, ILL. 

Write for Catalog and Samples 







































Before purchasing a Valance, write 
and find what we have to offer. 


BRYAN’S 


423 S. 4th, Louisville, Ky. 




















THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 
19 EAST 15th STREET NEW YORK 























| Card Writers’ Materials 


LARGEST STOCK IN THE SOUTH 


WAITT & GLASS 


82836 E. MAIN STREET RICHMOND, VA. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 






April, 1925 















“Lee Knows Wisconsin” 


Displays installed, par- 
cel delivery, samples 
and coupons carefully 
distributed. 


LEE Nereeive thy 
Distributing Co. gaia 
325 14th St. Milwaukee 


Nyereestsl patel 
I 
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A Complete Window Display Service for National Advertisers 


COLUMBUS, OHIO 


100 Drug Store and 250 Grocery Windows Available. 


F. ALTMAN & SON 
139 East Rich St. Bell Phone: Main 7756 
Associated with Window Display Installation Bureau. 


LOUISVILLE, KY. 


New Albany and Jeffersonville, Ind. 
Sales Producing Window Installation for 
Local and National Advertisers 
MYERS DISPLAY SERVICE 
F. O. Box 431 Louisville, Ky. 








THORNHILL’S DISPLAY SERVICE 
912 High Street, St. Louis, Mo. 
Complete Window Display Service for National 
Advertisers in 


St. Louis and Vicinity 


PHILADELPHIA 


and surrounding points, 


Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND” Service. 
Associated with Window Display Installation Bureau. 
installation Capacity 500 Displays per week 
Fur Further Information and Quotations Write to 
SAMUEL J. HANICK, 1214 Race Street, Philadelphia, Pa, 


PIEGEL’S SILK SCREEN STENCILS 


ILK We make stencils from your sketches. 
Exact reproductions in any size. Our 
CREEN 


oe er 1 Ped 7 -y oH 
. t and ship 
TENCILS fries! ist ae Rane 1 8 gl 
INC trial order—-it will convince. 
E 1907 HERMAN SPIEGEL 
The Photographic Way 261 Livingston St. Brooklyn, N. Y. 
J.D. WILLIAMS DISPLAY SERVICE 
Brooks Building, Jackson and Franklin 
CHICAGO 
Advisor in National Campaigns—Local Display Service 
Complete Service for National Advertiser 


Manager, J. D. Williams 














JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 
Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 

Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 





BOSTON, MASS. 
and Vicinity 
EASTERN WINDOW DISPLAY CO. 

537 Shawmut Ave., Boston, Mass. 
Guaranteed Window Display Service and Distribution 
for National Advertisers 
Associate of Window Display Installation Bureau 





Stop in 


when in 
OSA @® New York 
and see 
ee the rack 


felt 2 
stuff we 
VISUALIZATION SSiaaaes 
‘Putting Ideas into Picture Form” 
METROPOLITAN TOWER, N. Y 








DECORATIVE FIXTURE DISPLAY CO. 
118 West Broadway, New York City 


Specializing in Display Materials, Fixtures, Show 
Cards, Illustrated Cutouts, Backgrounds, Fabrics, Arti- 
ficial Flowers, Decorative Papers, Valances. 


BOSTON 


And New England—4200 Locations Available 
“WINDOW DISPLAY AND DISTRIBUTION” 
UNIVERSAL WINDOW DISPLAY SERVICE 

OF NEW ENGLAND 
1296 Washington Street 


DALLAS — FT. WORTH 


TEXAS—————_ 
PROSPERITY ZONE! 


Window displays installed by prize-winning window trimmers. 
Delivery Service, Signs, Show Cards, House-to-House 
D'stributing. 

HUGHES ADVERTISING SERVICE 


205 N.Ervay St. Floyd G. Hughes, Mgr. Dallas, Texas 


NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 
A national Display Service for installation of up to 


500 sales producing windows in St. Paul and 
Minneapolis. 


B. J. Millward, Manager 





Boston, Mass. 











A. S. FELDER 
24 Years Originating and Featuring Displays 
WINNER OF 50 PRIZES 
New York Specialist on Booths for Expositions 
Unit Displays for National Advertisers 
256 West 34th Street—Telephone 5595 Chickering—New York City 
Director Central Institute of Window Dressing 


OMAHA 


Council Bluffs, Iowa, and Vicinity. 


A complete Window Display Service for National Advertisers. 
Associate of Window Display Installation Bureau. 


OMAHA DISPLAY SERVICE 
511 North 26th St. Omaha, Neb. 


ANDRADE DISPLAY SERVICE 
118 No. LaSalle Street Chicago, Ill. 


Locations available in Chicago and suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 











WORSINGER WINDOW SERVICE 
124 West Mth Street New York City 
Originator and pioneer in window display photo system. I have 
largest and newest collection of photos of leading New York 
City department store and specialty shop windows, covering 
various subjects and industries. State your needs. For $5. 
monthly in advance we will send you for one year, each month, 


Special Photo Service for Local and National Advertisers. 


15 new assorted photos, giving brief description. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 








PIONEER DISPLAY SERVICE 
FRED W. WEBER 


INDIANAPOLIS, IND. 


A complete merchandising service put on in conjunction with 
your display campaign. Write for data and references. 
Member Chamber of Commerce, Advertising Club, Better Busi- 

ness Bureau. 
Offices: 824 Continental Bank Building 
Member, Window Display Installation Bureau. 





DETROIT WINDOW DISPLAY SERVICE 
232 Lafayette Blvd., West Detroit, Michigan 


QUALITY Window Displays installed for National 
Advertisers anywhere in State of Michigan and at 
Toledo, Ohio—House to House Distributors. 


R. V. Wayne, Manager 











Notes from the Display Service Field 

















Ten years of satisfactory service for one national ad- 
vertiser is the record of George A. Smith, window display 
service specialist of 1737 Broadway, New York City, who, 
on April 1, began another year contract with the United 
States Rubber Company. 

As evidence of their effectiveness and the satisfaction 
of the service rendered is a recent statement by an official 
of the company announcing that under no circumstances 
would they think of discontinuing the use of these display 
windows at any cost. They have been handled under this 
one direction since their use was begun as a part of the 
advertising program. 

Mr. Smith has just signed a contract with the Shaw 
Advertising Corporation, a new concern which has opened 
up a new stunt in an advertising store at 25 West 43rd 
Street, New York City, for a series of 104 displays, two 
each week, of national advertised products, to be installed 
in their new place. 

In addition to these activities, Mr. Smith is doing a 
great deal of model window set-ups for manufacturers 
and national advertisers. This work has developed into a 
very big part of his service. 





The Denver Window Sales Company and the window 
display service department of the Davis Bros, Drug Com- 
pany, of Denver combined on April 1 into a window dis- 
play service company, which will cover the entire state 
of Colorado. This consolidation will be operated under 
the name of The Davis Bros. Drug Company, Display 
Service Department, and will be headed by B, J. Brown, 
former president of the Denver Window Sales Company. 

This arrangement not only allows a larger scope for 
display activities by combining the display space con- 
trolled by both firms, but, makes possible a better and 
bigger service at less cost, since the volume of business 
handled under one overhead will be more than double that 
formerly done under two separate managements. 





Associates of the Window Display Installation Bureau 
of the Buffalo District met Secretary C. P. Steen of the 
bureau, in: Rochester, N. Y., March 23, for a conference, 
Which was. held at the Hotel Rochester. Associates of the 
bureau who were present were: EE. Preston Browder, 
Windo-Craft Display Service, Buffalo; Roy S. Clark, Roch- 
ester Display Service, Rochester; Mrs. Lena M. Bock, 


Syracuse District Display Service, Fulton; Dan Fidelman, 
Elmira, and J. Beaumnot, of Dunkirk. 





A new display service company, to be known as the 
Display Shop and headed by Fred Tracy, formerly man- 
ager of the Window Display Service Company, has been 
opened in Grand Rapids, Mich., at 17 Library Street. They 
plan to specialize in service to retail merchants and na- 
tional advertisers. 

The new location being on the ground floor and in the 
central downtown district permits a greater opportunity 
to show display items and render a more effiicent service. 
Manufacturers of decorative materials who wish repre- 
sentation in this section as well as national advertisers 
interested in efficient display service should communicate 
with this new company. 





P. Musinger, formerly display manager of Wildferner 
Bros. chain of seven shoe stores in the Greater New York 
territory, has opened a general display supply business at 
118 West Broadway, New York City, called the Decorative 
Fixture Supply Company. 

They will furnish every display necessity in addition to 
making all signs, show cards, illustrated cutouts and back- 
grounds for chain stores, department stores and individual 
merchants. 





Mrs. Lena M. Bock, who is known as an artist in win- 
dow display work and other forms of store decoration, 
has opened an art shop in Fulton, N. Y., and has estab- 
lished a window display service for national advertisers 
covering Syracuse, Fulton and Oswego. Mrs. Bock is one 
of the few women in the country successfully handling 
window display service work. 





Floyd G. Hughes, manager of the Hughes Advertising 
Service, of Dallas, Texas, has extended his service for na- 
tional advertisers to Fort Worth and is conducting an 
effective branch there at the present time. 





Fred M. Stewart well known as the display manager 
of the S. H. Kress and L, & M. Stores of Montgomery, 
Ala., has established a window display service for national 
advertisers in that city and is also doing some display work 
for local merchants.°.. - , 
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Color Important Factor In Display 


Many ideas that will associate themselves with spring season can be 
obtained by a card writer's trip to woods or into country 


By LOUIS SITNER 
Display Manager, Boylan-Pearce Co., Raleigh, North Carolina 


PRING not only brings an opportunity 

to create effective and attractive dis- 

plays of new merchandise, but it offers 

many ways in which the show cards can 
be made an important part of the presentations. 
This season, dressed in its beautiful eye-attracting 
colors, gives the card writer a chance to capitalize 
on the wonderful works of nature. 


A trip into the woods or out to the country 
will be time well spent for the person who appre- 
ciates color combinations. The blossoming of the 
trees with their tender leaves, the green grass 
peeping through the last traces of winter and the 
early spring flowers present a ‘picture worthy of 
reproduction in any window. Sufficient inspiration 
will be found from natural color harmony to orna- 


ment the spring displays and cards with many new 
ideas. 

‘Those who think that color does not play a real, 
living part in merchandising should pause and think 
of the fabulous sums expended each year by such 
firms as Hart, Schaffner & Marx, the manufac- 
turers of Camel cigarettes, and others too numer- 
ous to mention, for hand-painted posters which are 
later lithographed and posted from one end of the 
continent to another show the use of numerous 
colors and color combinations. These posters are 
always of colors that will reflect the season and 
harmonize with the surrounding country. 

The cards: shown below were used in recent 
spring displays using the colors appropriate to the 
season and a style of lettering that fits in with the 
thoughts and moods of the observer. 





Group of effective show cards used by Mr. Sitner in 


recent display of spring merchandise. 
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To keep at topnotch efficiency, you need no “Daily 
Dozen,” exercising in pajamas or nightshirt to the 
tune of a talking machine. 

, But you do need Daily’s “Perfect Stroke’—the 
highest quality, “smoothest” and most reliable 
] Brushes and Supplies. It is our business to furnish 
just this kind—none other! If you are using 


@ 
bys 
> —— 
. " ” " 
TRADE MARK REGUS PAT OFF 


; BRUSHES ano SUPPLIES 


, you don’t need us to tell you that the NOT a “Perfect Stroke” man don’t 
| day is just a little easier when you feel lonesome—come on into the fold. 
have these warm friends at your side You will be welcomed by quality, 
to help. service, values—all that you have a 
t right to expect from the best brushes 


If you are one of the few who are and supplies—which these are! 


| BERT L. DAILY 


126-130 E.. Third Street Dayton, O. 











“GET 
Acquainted” 
Write today 


for illustrated 
Catalog No. 11 





VALUES 


That’s where we 
shine. Dollar for 
dollar and value for 
value, “PERFECT 
STROKE” wmer- 
chandise has no 
peer. Try and be 
convinced. 
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Our Artist Friends 


know a good thing when they 
see it—and the greatest sign- 
artists have shown such a de- 
cided preference for 


SHO-CARD 
Quality Board 


that we have been forced into 
greatly incréased production. 
To our great gratification— 
Quality Does Count. 


Twenty-seven gorgeous colors 
in all. Samples on request. 


Hurlock Bros. Co., Inc., Mfrs. 


3435 Ludlow St. PHILADELPHIA, PA. 

















Air Brushes, Automatic Electric Air 
Compressors, Foot Pump Outfits, 
Easel Drawing Tables, Stencils, Etc. 










MAKE THEM STOP-- 
To Look at YOUR Windows 


Windows can be your star salesmen, if you 
keep them dressed up and attractive. 

The Paasche Air Brush will help you do this. 
Striking displays, attractive show cards and back- 
grounds, simply ard quickly made the Paasche 
way, will draw customers into your store. 

Dress up your windows and pep up your sales 
with a Paasche Air Brush Outfit. It’s inexpensive 
and pays big returns. 


Write us today for details. 
PAASCHE AIR BRUSH COMPANY 
1902 Diversey Parkway Chicago, IIl. 


New York Cleveland Los Angeles Detroit 
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Spring Colors Make Artistic Cards 


Proper use of color enables card writer to produce attractive and 
effective cards—Harmony should always be maintained 


By FRANK DODSON 
Display Manager, Globe Shoe & Clothing Company, Pittsburg, Kansas 


HOW cards today play a very important 
part in the display field. Some years 
ago, a plain black and white card an- 
swered the purpose very well, but the 
requirements for today are vastly different from 

*those of yesterday. The functon of a show card 
is to give the onlooker the store’s message, but it 
must first attract his attention. This must be done 





with color. 

By using the proper colors a card writer is able 
to turn out some very attractive cards, but most 
of those who attempt this class of work overdo 
the card by using flashy colors and do not keep 
them in perfect harmony. The cards reproduced 
below are very colorful and would be termed 
“oaudy” if the colors did not harmonize with each 


other. 


The hat card is a typical spring card, the poster 
flowers being in bold colors and cut out at the top. 
The color combination used for the flowers are 
red, orange, yellow, turquoise blue, purple and brick 
red. Little dots of emerald green were used to 
denote leaves and white was added to bring out the 
petals. The panel is edged in turquoise blue and the 
wording is in white, underscored in yellow. 

The Hart, Schaffner & Marx card gives a very 
good landscape poster effect. The sky is in me- 
dium blue; trees in background, dark blue, and 
those in front are dotted with emerald green, yel- 
low and light blue. The wording is in white under- 
scored in mauve. 

The Society Brand card shown on the upper 
left is very attractive in the color combinations 
used. The panel that carries the wording is edged 





Group of window cards by Frank Dodson in which spring 





colors have been artistically used. 
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in mauve with an emerald green inset border. The 
flowers represent lilies, with the leaves in emerald 
green, outlined in white; the petals are in yellow, 
highlighted in white. The wording is in white 


Send for Samples of the New 
popular board for the 
Card Writer 


underscored in red orange and green. 
in the “Kilty” card very simple yet attractive 
layout has been used. The panel has been sprayed 


a — 
around with an air brush, the color being magenta. j himatco 


The poster flowers were done in red orange, yel- 














low. green and mauve. The wording was in white BLANKS 
" with lemon yellow underscorng it. 
p. \ spring landscape, done in bright colors, is the board with the fine touch 
. the feature of the shoe card. The sky is done in ; ; 
| blue, trees in yellow and house in burnt orange. hor, epee 
0 The foreground is in green and lavender, shaded pen and brush 
le from dark to light. The flowers are in brick red, work 
le purple, yellow, green and red orange. The border 

around the card is in mauve, as is also the under- : a im 
' ; ‘ Coated Two Sides 
y scoring under the white wording. : " 
e- Do not be afraid to use plenty of color, but be 22x28—Stock Size—28x44 
id careful to keep the colors in perfect harmony, and Light and Heavy Weights 
|- inno instance crowd your card with a lot of word- 
4 ing. 

CHICAGO soit, COMPANY 

of DISPLAY PLAYS IMPORTANT ROLE IN OPENING IE REO Sat. TOMPANY 
aS Window displays proved an important part in the ob- 664-670 WASHINGTON BLVD. 
od servance of the opening of the spring season when the } 


Yakima (Wash.) merchants held their annual spring open- CHICAGO 


ing event the week of March 15. People in that section 
look forward to both spring and fall openings, knowing 
that displays of unusual character will be presented. 


Several of the merchants of Yakima have had their BETTER 
windows redecorated this spring and much new building 
in the downtown section has been in progress. Among "naan A 
those who remodeled their store front was the Barnes- THAN A 
Woodin Company, and J. E. Barber, display manager, had 


AOE ROOTES ES EESTI ALS STIR, LIED 
the entire window space done over with travertine back- BRUSH q 
grounds and floors just in time for the spring opening. S 


STYLE WEEK FEATURE UNDER CLUB AUSPICES Qu 
a 























1CKCY 
igker 


Under the direction of the Terre Haute Association of 
Display Men the spring mercantile season was formerly 
ushered into that city with the unveiling of all downtown 
windows for the inspection of the new styles presented. 


The opening night was known as Terre Haute Window b 
Display Night, being sponsored by the association and in- ster ra 
dorsed by the Business Affairs Committee of the Cham- 
ber of Commerce. Although no prizes were offered for D 
the best windows, the displaymen entered into a spirit of 
friendly rivalry and each endeavored to outdo all others. Le 

A committee, composed of R. H. Brennan, Root Dry fering Pe | 
Goods Company, E. P. Slay, Meis Brothers, and O. J. 
Klein were in charge of the event. : 











tS lee a 9 Drawing and Lettering 
Pens are made with both round 
and square nibs in four sizes of each 
style. Used by expert card writers every- 


This club was recently organized and is doing much to 
Promote the creation of better displays in that city. A 
model display window has been installed in their club 





rooms, and at each meeting some member of the club ar- where. Send $1.00 for one dozen 
ranges a display explaining its advantages. A general assorted Drawing and Lettering Pens. 
discussion by the members follows. 
Officers of the association are: R. H. Brennan, Root The Esterbrook Pen Manufacturing Co. 
Dry Goods Company, president; Eddie All, Lederer-Fiebel- Camden, New Jersey 


man Company, vice-president; G. V. Jackson, Seigel’s, sec- 
retary, and Ray Sneyd, Joseph’s, treasurer. 








Canadian Agents: The Brown Bros. Limited, Toronto 
























THE DISPLAY WORLD 











With the New York Displaymen 


Easter and spring displays featured in New York stores and shops 
equal those of former years—Many unusual interiors created 


By WILLARD D. HART 
New York Correspondent, The Display World 


ASTER bride and spring styles shared 
equal honors with other windows of un- 
usual character which appeared in the 
local stores during the past month. 
Little unusual in the method and manner of show- 
ing this merchandise was seen and it was especially 
‘true of the bridal outfits. The usual figure dressed 
in a bridal gown with a long lace trail and a bou- 
quet of flowers is beginning to get tiresome to 
those who study window displays. 
_ The displays of spring merchandise were in 
some cases unusually elaborate, but, as a whole, 
In this case, 
too, there was a sameness which decreases the 
effect of presentations at this season of the year 
when the shopping public has grown to expect 


did not excel that of other years. 


elaborate and unusual showings of the modes. 

One of the most interesting and clever window 
displays seen was at Franklin Simon & Company. 
Here one of the famous Cora Scoville patch pos- 
ters was used to advantage. The poster was based 
on a popular cartoon which appears in some of the 
large Sunday newspapers of America, titled “Reg- 
ular Fellows.” 

It shows two of the leading regular “guys” in 
one of their characteristic scenes. One of the boys 
called “Puddinhead” is shown running after an- 
other of the gang called “Jimmy.” Puddinhead is 
hollering, “My pop is goner buy me a bunny that 
lays chocolate eggs, colored eggs and even gold 
eggs.” Little Jimmie replies, “That’s nothing; my 
pop is going to buy me a whole Easter outfit at 
Franklin Simon’s.” The window displays boys’ 
clothing and the tieup between the clothing and 
poster is perfect. A signed original drawing after 
which the poster was copied is shown in the win- 
dow. 

Lord & Taylor was another store that had an 
unusual group of windows. Their entire battery 
on Fifth Avenue were devoted to interior decora- 
tive scenes in connection with the furniture de- 
partment. Several model rooms on the furniture 
floor of the store had just been redecorated and 
rearranged and the displays were in connection 
with the announcement of these changes. Each 
window depicted a different room and proved an 
interesting group of displays for the opening of 
the spring season. 





A clever bit of merchandising was also shown 
in the Lord & Taylor windows. Two of the most 
important were arranged, not to feature any spe- 
cial line of merchandise, but to any number of 
lines of women’s apparel accessories, such as shoes, 
hosiery, scarfs, handkerchiefs, etc., which success- 
fully matched corresponding ensemble costumes. 

Ever since the Paris openings this spring, sev- 
eral New York houses have pointed to the vogue 
for matching accessories and have noted its arrival 
as a style tendency, re-echoing Paris’ approval 
through their window displays. The presentation 
of accessories that match was built about six cos- 
tumes or silhouettes which formed the background 
for the six groups that held the stage. Each win- 
dow had three groups of accessories, each of a dif- 
ferent shade. 

Another interesting display appeared at James 
McCreery & Company to introduce the spring 
styles. It took the form of an exhibition of por- 
traits featuring French importations. Along the 
wall, covered with light gray material, were hung 
paintings of figures and heads, all depicting the 
latest fashions in both dresses and hats. Two 
full-length figures represented the patrons of the 
exhibit. Both were outfitted in brown of the latest 
shade with accessories to match. 

Among the portraits shown were two full-length 
figures depicted in long, narrow frames at each end 
of the display. These were gowned in burnt 
orange and black, a very effective combination. A 
seated figure near the center in a wider frame was 
dressed in red with hat and accessories to match. 
Between the large pictures were small ones to 
show hats. One in a rectangular frame showed a 
black and pink hat on a white background, and the 
other in an oval-shaped frame showed a gray hat 
on a green background. 

An attractive setting for a display of clothes for 
young women with plenty of human interest 1n- 
jected into it made a particularly pleasing window 
at A. I. Namm & Son, Brooklyn. A background 
of a brightly hued figured curtain with large flowers 
climbing in a diagonal line to the right was used. 
An informal tea party was in progress near the 
foreground. Four young women were grouped in 
natural poses about a tea table with a handsome 
set of tea equipment upon it. Their wraps had 
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been removed, revealing new spring styles and | 


shades. Two other figures were seated at the right 
of the group with coats and bags either resting 
on the seats or thrown over their arm. Near the 
left end of the display another figure was standing, 
with hat and coat on and apparently just arriving. 

Thousands of children have visited R. H. Macy 
& Company, Inc., since they opened their special 
bunnyland display on the juvenile floor. The at- 
tractions are so many that the little ones do not 
know which feature to visit first. However, it is 
not long before the bunny, chicken farm and farm 
house that has been built on the floor becomes the 
most fascinating. 

Along the rear of the floor of the new west 
building the facade of a frame house of bright 
colors has been built. In the doorway stands “Uncle 
Bunny,” a professional character, who has enter- 
tained both young and old in all parts of the world 
and who has appeared before the royal courts of 
Europe many times. 

Uncle Bunny entertains in many ways. He first 
pleases the children by presenting them a little 
book which tells about animals. While he is dis- 
tributing the books he intimates the noises made 
by the various animals in the book. He also keeps 
their attention while he pulls live rabbits out of his 

In small, fenced-in spots on ether side of the 
house live chickens are kept. In a large spot in 
front of the pathway to the house both rabbits and 
guinea pigs reside. This spot is particularly realis- 
tic with the floor covered with dirt, which is hilly 
in spots, rocky in others, and full of brush in others. 

Another entertainment and display offered by 
the store in their extensive program to attract the 
younger members of the consumer family were 
kites built along aeroplane lines, one of which has 
attained a record for height. 

Twelve windows of Saks’ Fifth Avenue were 
devoted to the display of apparel and accessories 
for children. The stretch follows a suggestive de- 
velopment, beginning at one end with layettes and 
ending at the other with clothes for the junior girl. 
At the end of the stretch are three windows de- 
voted to clothes for young boys. 

B. Altman & Company indicated their approval 
of the use of taffeta in both frocks and coats 
through their display windows. One of their win- 
dows was devoted to a display of three taffeta 
frocks and one coat, all of which use castillian red 
as their color medium. 





CELEBRATE FIFTY-NINTH ANNIVERSARY 


L. Hart & Sons Company, of San Jose, Calif., recently 
celebrated their fifty-ninth anniversary with a sale and 
several special features which proved of interest to the 
shoppers. R. Wait, display manager, created a series of 
Unusually attractive displays. 
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cards and cutouts. 


4318-36 Carroll Avenue 





Turkish Tints 


New, unique and exclusive color tones. 
Through a blending of delicate shades they 
have been made as pretty as a rainbow. 
Appropriate for numerous displays, show 


Write for free samples and factory prices 
of these 5 new Nat-Mat Card Boards. Also, 
if desired, illustrated circular of cutout 
frames and beveled edge cards. 





National Card, Mat & Board Co. 


Manufacturers 


85% of a show card’s color is 
the surface of its cardboard. 


Chicago, II. 




















228 Caxton Building 


Indispensable for rough-outs, 
layouts, enlargements, reduc- 
tions, and wherever a drawing 
board is used. 
Fully adjustable, with an ex- 
tremely simple and almost in- 
stantaneous adjusting device. 
Made of the finest materials 
and absolutely guaranteed. 
Sent postpaid on receipt of $3.00. Try it. 

Money refunded if not satisfactory. 


DRAWING-AIDE COMPANY 


ALL-METAL 
ADJUSTABLE 
PANTOGRAPH 





Cleveland, Ohio | 














913 Van Buren, 








The F'ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 18,000 Users 





Write for Catalog 52 D 


Thayer & Chandler 


CHICAGO 




















FAMOUS MASTER STROKE BRUSHES WRITE 
FOR 
FOR CARD WRITERS AND SIGN PAINTERS COPY OF 


Pe 


BOX 437-D 


Our New Free Bulletin 
DICK BLICK CO. 


GALESBURG, ILL. 
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Doings Among Displaymen Everywhere 











I. C. Eldridge, display manager for R. H. Macy & 
Company, Inc., New York City, will make his second trip 
to Europe for his concern within a year. Mr. Eldridge 
will sail on the Steamship Paris on April 25 and will be 
gone for about six weeks, returning some time in June. 

While in Europe he will spend considerable time at 
the International Exposition of Decorative and Industrial 
Art. His itinerary includes visits to many countries. On 
his last trip he bought thousands of dollars worth of goods 
that gave Macy’s windows a distinct appearance for many 
months. 


~~ 





Clarence W. Hammell, formerly with the Bodine-Span- 
jer Company, Chicago, has been added to the staff of the 
Silvestri Art Mfg. Company, 1035 Orleans Street, Chicago. 
Mr. Hammell has had considerable experience pertaining 
to the wants of the displayman and is well qualified to 
assist in supplying them with designs of cement and compo 
casts that will enhance the beauty of their windows. 





Jules Brodeur, display manager for Richard Hudnut, 
perfumery manufacturers, New York City, will sail on 
.the Steamship Leviathan on May 28 to attend a conven- 
tion of European displaymen in England. He will remain 
there for some time, giving instructions in modern Amer- 
ican display and will also spend a great deal of time in 
the Paris laboratory of the Hudnut firm. 





Ernest C. Brown, formerly of Lawrence, Kansas, has 
been’ appointed display manager for the S. R. Gordon 
Company, large men’s furnishing store, Kenosha, Wis. 





V. E. Averill, formerly in the display department of 
Meier & Frank, Portland, Ore., has been appointed dis- 
play manager for the Callahan Company, Yakima, Wash., 
succeeding Vic Lindend, who has returned to Spokane, 
Washington. 





A. Delsman, of Seattle, Wash., has been appointed dis- 
play and advertising manager for W. E. Draper, Inc., 
Yakima, Wash., vice E. P. Darcy, who held the position 
for two years and who has moved to Butte, Mont. 





William McKeon, display manager for Saks Fifth 
Avenue, and Edward Munn, display manager for Franklin 
Simon & Company, of New York City, visited Waterbury, 
Conn., recently and acted as judges in the annual spring 
opening in that city. Their work was highly appreciated 
by the Waterbury people, who entertained them royally 
during their visit. 

Frank Wear, formerly with W. L. Lemon, Inc., Yakima, 
Wash., as display manager, has resigned to enter the in- 
surance field. 





Cards have been mailed announcing the arrival of a 
son at the home of Mr. and Mrs. Lothar F. Dittmar, Co- 
lumbus, Ohio. Dittmar declared that the stork came just 
in time for two of his helpers quit (?) the day before, the 
spring opening was only ten days away, and help was 
badly needed. 





Carl Schachtele, for the last three years displayman 
with The Fashion Store, Columbus, Ohio, has been ap- 





pointed assistant in the display department of Frank & 
Seder Company, Philadelphia 





Ludwick John Balwinski who is display manager of 
the Bay City Cash Dry Goods Company, of Bay City, 
Mich., is doing some effective work for national adver- 
tisers and is now engaged in installation work in that city. 





Charles B. Mullen, manager of the Mullen Advertising 
Service, of Greenville, Miss., has added a window display 
department to his show card and sign shop, and is now 
assisting local merchants with their window displays, in 
addition to handling installations for national advertisers, 





H. C. Rowley, formerly with the display departments 
of the Kaufman, Boggs & Buhl department stores of Pitts- 
burgh, Pa., is now located in Tampa, Fla., and has estab- 
lished offices at 307 Seventh Avenue for a window dis- 
play installation service in that district. He covers Tampa 
and adjacent cities for national advertisers. 





H. A. Pelton, display manager for Gildner Bros. & 
Hanson, has been transferred from Monticello, Iowa, to 
the store at Anamosa, Iowa. 





George H. Janes, recently of Buffalo, N. Y., is now 
connected with the display department of The Fashion 
Shop, Washington, D. C. 





Samuel J. Monselle, who has won an enviable reputa- 
tion in national window display contests during his seven- 
teen years’ affiliation with the furniture business in Lan- 
sing, Mich., has been appointed display manager for the 
Bishop Furniture Company, of that city. 





L. B. Burns, formerly display manager of Hub Cloth- 
ing Company, Savannah, Ga., has been appointed to a 
similar position with Leopold & Shafer, Galveston, Texas. 





George Hollinshead has been appointed display man- 
ager for the Ball Store, Plymouth, Ind., following the 
resignation of Louis Semper, who held the position for 
several years. 





Milton M. Jenkins, who has been located temporarily 
at Mooresville, Ind,, has gone to Nashville, Tenn., where 
he has opened up- a first-class window display service. 
Mr. Jenkins was formerly display manager of the Hub 
Store, Steubenville, Ohio, and of the Illingworth Drug 
Company at Indianapolis. He plans to serve national 
advertisers through his new service at Nashville. 





Clyde T. Langdon, display manager Hedges & Higgins 
Drug Store, Piqua, Ohio, has been awarded sectional first 
prize in the national window display contest on Liqiud 
Petroleum by E. R. Squibb & Sons, manufacturing 
chemists. 





Jack Rosenbloom, formerly advertising and sales pro 
motion manager of the Bailey Company, Cleveland, and 
well known to the display industry through his inspiring 
address before the I, A.D. M. convention in Cleveland 


two years ago, has opened an advertising agency in that 


city under the name of Rosenbloom & Klein, Inc. 
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Unique Display of Jewelry Made 


Lord & Taylor present beautiful showing cleverly 
displaying other lines of goods 


NE of the most beautiful and unique displays 
during the past month was presented by Paul A. 
Hornung, the new display manager for Lord & Tay- 
lor, New York City. While the window was intention- 
ally a jewelry window and displayed to good effect, 
it very cleverly displayed piece goods and furniture 


Jewelry display by Paul Hornung for 
Lord & Taylor, New York City 


at the same time, and also introduced a new case for the 
showing of jewelry. 

In this window rhinestones and pearls, a new style 
in jewelry, were featured. The new case is shown in 
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the back of the window ; its shape and design are origi- 
nal, being made special for the store. 

The entire display was carried out in yellow and 
white. A string of pearls formed a book mark in the 
book-shaped sign in the display. The two wax figures 
were beautifully draped in new spring silks and gayly 
bedecked in rhinestones and pearls. Each leaned against 
a piece of furniture. Thus, jewelry, furniture and piece 
goods and a hint of apparel through the drapes were 
all introduced in one display. 





PORTLAND ASSOCIATION TO HOLD DANCE 

The annual dance of the Portland Club of Display Men 
will be held in the ball room of the Multnomah Hotel, 
April 18, when more’ than 200 persons are expected to be 
present. 

A ‘bathing girl revue and an exhibition of sports clothes 
will give variety to the evening. The ball room will be 
elaborately decorated for the occasion. 





MINNEAPOLIS CLUB ELECTS OFFICERS 

The annual meeting of the Minneapolis Association of 
Display Men was held March 11 at the tea room of the 
L. S. Donaldson Company and was attended by a large 
number of the displaymen of that city. 

Officers elected for the coming year were: W. H. 
Hinks, of the L. S. Donaldson Company, president; P. J. 
Fritsch, Powers Mercantile Company, vice-president, and 
Guy C. Goodsill, of Goodsill Fixture & Foliage Company, 
secretary and treasurer. Trustees elected were: W. F. 
Brink, of Maurice L. Rothschild Company, chairman; 
Harry Anderson, New England Furniture & Carpet Com- 
pany, and E. W. Samsel, Young-Quinlan Company. Fred 
Waters, of Twin City Decorative & Supply Company, was 
elected chairman of the Publicity Committee. 

After the election of officers, a number of interesting 
talks were made. The most important were those by W. 
H. Hinks on the progress of show windows in that city, 
P, J. Fritsch on store management, and W. F. Brink on 
the installation of men’s wear displays. 

A large delegation of displaymen from this club will 
attend the I. A. D. M. convention in St. Louis in June. 
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Convention Plans Being Perfected 


Reports of committees indicate that this meeting 
will prove greatest ever held 


By B. A. RAINWATER 
Convention Director, St. Louis, Mo. 


HAIRMEN of the various committees arrang- 

ing for the annual convention of the Inter- 

national Association of Display Men to be 

held in St. Louis, June 15 to 18, have re- 

ported that all plans are progressing to per- 
‘fection without a hitch anywhere. 

Perhaps the most encouraging sign of the success of 
the meeting is the report made by H. H. Tarrasch, chair- 
man of the Exhibit Committee, that all space in the large 
exhibit hall had been sold and that many unable to secure 
booths had engaged advantageously located sample rooms 
in the Hotel Chase. 

E. J. Berg, chairman of the Program Committee, has 
reported that the program will have only men who have 
put things over in a big way and that all talks are to 
be limited to fifteen minutes, thereby eliminating all long 
lectures. The sessions of the program are to be shorter 
but more demonstrations than ever before will be given. 
Daily sessions will be held from ten to twelve in the 
morning and two to four in the afternoon. 

Cash awards for window displays to be created at the 
convention will total approximately $1,000, according to 
Jack Cameron, president of the association. Of this 
amount more than $800 has already been arranged for, with 
the remainder practically certain. 

The Phoenix Hosiery Company, of Milwaukee, and the 
Maytag Washing Machine Company, Newton, Ia., will give 
$750 of this amount. The prizes will be awarded for the 
best displays made with merchandise to be furnished by 
these companies and actually worked out at the conven- 
tion before the delegates. 

Displaymen will submit their plans and ideas to E. J. 
Berg, of Nugent’s, St. Louis, who is director of the demon- 
strations for the convention. His committee, assisted by 
any others he may confer with, will go over the plans 
and select the best one to be used. Those accepted will 
be notified and will be furnished with the necessary ma- 
terial at the proper time. 


The Maytag Company has offered three awards of $200, 
$150 and $100, and the Phoenix Company three awards of 
$150, $100 and $50. Other prizes will be announced just 


as soon as final plans have been made. - 


No dull moments will be experienced by any attending, 
judging by the plans for entertainment that have been 
worked out under the direction of Joe Chadwick, chair- 
man of that committee. One of the entertainment plans 
is one night at the opera, presented in, the St. Louis Mu- 
nicipal Outdoor Theatre in Forest Park. Although it has 
not been decided which opera will be presented on this 
occasion, a visit on any will be well worth while and 
entertaining. According to tentative plans, “Her Regi- 
ment,” an opera which Frieda Hemple, the world’s greatest 
soprano, made popular will be presented. 


The magnificent St. Louis Municipal Theatre is the 
largest municipally-owned outdoor theatre in the world. 
With additional ornamentations and conveniences each 
year, the playhouse has developed into a permanent con- 
crete auditorium on a beautiful hillside, with tier after 
tier of seats, giving a seating capacity of nearly ten thou- 
sand. 

The grassy banks of the River des Peres has been con- 








verted into a stage 120 feet wide by 90 feet deep in the 
natural forest setting, with a bridge across the stream 


leading from stage to dressing rooms. The auditorium 


has a depth of 225 feet. 


The theatre is under municipal control, and, by ordi- 
nance requirements, all profits from performances, if any 
(and there always are), must be used to further beautify 
the theatre and grounds. It is the scene of an annual 
season of municipal opera, St. Louis Fashion Show, play- 
ground festival and pantomime, and various patriotic, re- 
ligious and fraternal entertainments. 


Scenic effects, chorus groupings, the very magnitude 
of which preclude their production on the average stage, 
are here accomplished amid scenes of natural splendor 
that rival the artistic conceptions of the master artist. 
The principals for the opera are chosen from among the 
stars of the light opera stage. 

There will be nothing presented in St. Louis that will 
in any way compare with this feature, and all displaymen 
attending the convention are urged to make their plans 
for attending this performance. 





Show Card School Officials Guilty 


Government wins in fraud suit against Detroit 
Show Card School promoters 


On Saturday, March 28, a jury in the United States Dis- 
trict Court at Detroit, Mich., before Judge C. Simons, found 
three of the officials of the Detroit Show Card School 
guilty in the government’s mail fraud and conspiracy suit. 
The trial was a lengthy one, having begun on March 10, 
and was the sequence of the federal warrant issued on 
April 11, 1924, and which resulted in a raid on the offices 
of the institution. i ; 

Of the four defendants appearing for trial three were 
found guilty by jury verdict, while one alone was acquitted, 
namely, Maude Masters, cashier. 


Peter F. Griffin, said to be the owner of the school, was 
found guilty of mail fraud on seven counts and sentenced 
to pay a fine of $1,000 on each count; he was also found 
guilty of conspiracy and fined $5,000 in addition to one 
year and one month in the Ft. Leavenworth penitentiary. 
Wm. Littlefair, general manager, was found guilty of fraud 
on seven counts, fined $1,000, and sentenced to six months 
in the Ft. Leavenworth penitentiary; he was also found 
guilty on the conspiracy charge and for this was given 
a like sentence. F. H. Sherbert, manager of the Detroit 
office, was found guilty only of the mail fraud charge, 
was fined $500, and sentenced to three months in the De- 
troit House of Correction. 


The Detroit Show Card School advertised a _ corre- 
spondence course in show card writing, stating most lur- 
ingly that the school guaranteed its students profitable 
work at home, witnesses testifying that the school’s liter- 
ature promised “$1.00 to $2.00 an hour during spare time.” 


A former employe of the school testified that from 
5,000 to 6,000 letters reached the school daily from people 
everywhere wanting to learn show card writing, and the 
school’s cash receipts averaged $1,200 daily. Evidence was 
also presented that the school’s lessons were largely pre- 
pared from text and illustrations from copyrighted books 
owned by others. 

To avoid confusion, we wish to inform our readers that 
the well-known and long-established Detroit School of 
Lettering, of Detroit, Mich., was in no way connected with 
the government’s «suit. 


April, 1025 
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@evomateaiay Exchange’ 7 


Positions Wanted Gor Sale NG Anted tobuy | 








WANTED.---High Grade 
DISPLAY MANAGER 


One who is thoroly experienced in window and 

interior display of women’s apparel. 

cording to merits of the applicant. 
State Full Particulars to General Manager 


The Neusteter Co. 


SIXTEENTH AT STOUT 
DENVER, COLO. 


Salary ac- 


FOR SALE—There is only one Window 
Sock for decorators manufactured. It has 
an elastic band taped and sewed in the 
top. Was patented May 20th, 1924. Made 
of heavy fleecelined Jersey cloth. Fits 
over any shoe and can’t slip off. 75c per 
pair; $4.00 one-half dozen; $8.00 per dozen, 
postpaid. Order by size shoe worn 

J. M. WALTERS, M’P’R. 
220 South Benton Way, Los Angeles, Cal. 








“NATIONALLY KNOWN” DISPLAY 

AND ADVERTISING EXPERT WILL 

CONSIDER OFFER FROM LEADING 

MEN’S OR WOMEN’S’ READY-TO- 
WEAR STORES. 


Address, “CONFIDENTIAL,” 
Care The DISPLAY WORLD 








WANTED 


To represent manufacturers and importers 
of merchandise appealing to Display Man- 
agers, Window Trimmers and _ Card 
Writers. 

Pacific Coast Distributors, Los Angeles, 
San Francisco, Seattle. Address Box 


“L. A.” Care The DISPLAY WORLD. 








WANTED 


Several First-Class Display Men 
to install window displays for na- 
tional advertisers; only those thor- 
oughly experienced in the handling 
of crepe paper need apply; steady 
and pleasant work the year round; 
in a large metropolitan city; re- 
muneration far above the average. 
Write full particulars to 


“Pp * M a 





WANTED 


Window trimmer, card writer and 
salesman experienced in dry goods 
and ready-to-wear; progressive 
store in small city, doing $100,000 
annually; thirty miles from Pitts- 
burgh; state salary expected, give 
full details in first letter; send pic- 
tures and samples of work, if pos- 
sible. 


PHILIP J. ROUSE, 


WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC., 



























Care The DISPLAY WORLD 











113 Main St., West Newton, Pa. 


17 Madison Ave., New York City 




















STYLE REVUE HELD UNDER LEGION POST 
AUSPICES 


Practically every merchant of apparel and accessories 
in the city of Binghamton, N. Y., co-operated in the third 
annual style revue held under the auspices of local Amer- 
ican Legion Post at Kalurah Shrine Temple. A merchant’s 
display and dance was an added feature of the event. 

The style revue had its setting in a musical extrava- 
ganza. Before each act announcement was made of the 
firms who dressed the cast and furnished the accessories. 
Among the outstanding features was Dame Fashion, who 
appeared masked. 

The merchants’ display was in 24 booths, constructed 
of white lattice work, garlanded with southern smilax and 
made bright by many electric lights located in the assembly 
hall, where dancing was held after each performance. 





DULUTH TO HAVE JOINT STYLE EXHIBIT 


A city-wide style show will be staged in Duluth, Minn., 
in conjunction with the Exposition of Progress and Trade 
Week, July 20 to 25. Every store in the city is expected 
to join in making the style show a success. 


DISPLAYS AND HUGE CAKE FEATURE OF 
BIRTHDAY 

Special window displays and the distribution of slices 
of a 308-pound cake were the opening features of the cele- 
bration of the twenty-fifth anniversary of S. C. Prevo & 
Sons, Greencastle, Ind. No merchandise was sold during 
the opening day. but all employes were in place to wel- 
come the 4,000 guests who called. 

An eight-piece orchestra furnished music for entertain- 
ment and dancing, and souvenirs were distributed. The 
anniversary sale started next day, and, according to Edgar 
Prevo, of the firm, was a great success. 





DEVOTE BLOCK OF WINDOWS TO DISPLAY 

Probably one of the most extensive displays of fabrics 
ever seen in this country was that recently made by L. O. 
Benson for The Dayton Company, Minneapolis, Minn., 
when the entire block of show windows was devoted to 
its “Million Dollar Exhibit” of piece goods. 

In each of the score of windows was a display of do- 
mestic or imported materials with one or two figures 
draped in the goods. All the textile centers of the world 
were drawn upon for the stocks on display. 
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Crepe Paper Demonstration Given 


James MacDaid, of Dennison’s, gives lecture on use 
of crepe paper in display work 


DEMONSTRATION of the practical use 

of crepe paper in the creation of all types 

of window displays was made on the even- 
ing of April 3 by James J. MacDaid, of the window 
display service department of the Dennison Manu- 
facturing Company, Framingham, Mass., before a 
large group of displaymen from Cincinnati and 
surrounding cities in the offices of The DISPLAY 
WORLD. The dummy show window of the Service 
Bureau was used in this showing, which was preceded 
by a buffet supper. 

Many of the striking effects that can be ob- 
tained through the use of this material were shown 
and the simplicity in construction of what appears 
to be difficult arrangements of the paper was re- 
vealed in the lecture and illustrations. Tubes, ro- 
settes, panels and backgrounds were made in the 
presence of the audience and their construction ex- 
plained step by step. 

The elasticity of the paper and color harmony 
that can be secured were revelations to everyone. 
It was explained that one of the greatest faults 
found with the users of this material was a ten- 
dency to handle it with great care. As it is made 
to stand rough treatment and to be twisted and 
compressed, the rougher treated the better the 
effects. With the many colors and shades offered 
by the Dennison Company any color combination 
can be made. 

Mr. MacDaid declared that the department 
store displayman who is failing to make use of 
crepe paper in his window and show case displays 
is wasting the firm’s money. Properly used it can 
not be distinguished from silk, and absorbs the 
light far better than any fabric. 

In this issue is an article by W. H. Leahy, of 
the Dennison Company, which tells of the value of 
crepe paper as a decorative material and which is 
illustrated by two photographs of displays created 
by Mr. MacDaid and followed by manufacturers in 
the installation of windows of their products. 











WANTED 


Salesmen selling fixtures to carry a well-advertised 
line of Window Valances and’ Drape Shades. We 
are an old-established house manufacturing our ow! 
lines. Our liberal commission arrangement should 
insure a substantial increase in your present income. 
Write full information as to territory now covered 
and lines sold. All replies will be held strictly con- 
fidential. 


The National Decorative Company 














ess . 5 Hudson St., Camden, N. J. 
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The American Girl as Reproduced in Wax 


New heads and new 
bodies that typify the 
charm and grace of the 
American girl. Moulded 
and sculptored from the 
living model into figures 
that display garments 
well, Hand tinted and 
stippled to convey the 
velvety flesh-finish on 
the wax. 








Our wax figures are 
washable, adjustable and 
interchangeable. Finest 
quality, human hair is skill- 
fully implanted and cut and 
dressed in any desired style. 
The mechanical features are 
thoroughly practical and 
permit of quick and easy 
dressing without injury to 
any part of the clothing. 


Wax figures for the display of Women’s, Men’s and Children’s 


Wear—also character subjects in Wax figures 


J. R. PALMENBERG’S SONS, Inc. 


“Creators of Display Equipment for Over 7o Years” 


CHICAGO 
204 W. Jackson Bivd. 


- 


122 W. Baltimore Street 


63-65 West 36th Street, New York 


26 Kingston Street 11 First Street 


SAN_ FRANCISCO 
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Parade Decorations 


that make Prize Winners. 


If you are planning on entering an 
auto or float in a parade we suggest 
you write for our big Parade Broad- 
side. 


It has every conceivable decorative 
idea listed along with many illustra- 
tions of prize-winning floats. You 
will find Adler-Jones parade decora- 
tions used wherever prize-winning 
floats are made. 





Chrysanthemum 


SHEETING 


for covering Cars 


PER | 
Q95c ae 
: YARD 


The Adler-Jones Co. 
649 So. Wells St. CHICAGO 


























